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Rough Proofs 


Uncle Sam is planning to pro- 
mote sales of government publica- 
tions by displaying signs in post- 
offices. And after all he has been 
telling us about the merits of direct 
mail? 


, Vv 


Congressman Patman says that 
chain stores foster monopolies and 
adds that in some localities they do 
10 per cent of the retail business. 
They're at least modest monopolies. 


7, @ = 


“Think of someone far away— 
and then think of the telephone.” 
And the farther away the better. 


vse? 


After noting the latest Waterman 
family argument, you can hardly 
blame Hitler for not agreeing that 
the pen is mightier than the sword. 


. VT 


The NRDGA (department stores 
to you) is working on a plan to con- 
trol too enthusiastic copy for Nylon 
hosiery. If the advertising runs, the 
product mustn’t. 


, FV F 


Memphis drug stores must sell 
only drugs and related items on 
Sundays hereafter, it has been de- 
cided. Some old-fashioned people 
still think that a druggist runs a 
pharmacy. 


, | ¥ 


Red caps in Chicago will receive 
a service fee instead of a tip, the 
railroads have decreed. But they 
agree with the Bard of Avon that 
a rose by any other name smells 
just as sweet. 


, Vv ¥ 


The idea of sponsoring broadcasts 
of heavyweight boxing matches 
would appeal to advertisers a lot 
more if Joe Louis weren’t always in 
such a hurry to catch his train. 


vvy 
Mark Wiseman suggests that 
readers “chisel” by perusing the 


entertaining parts of the ads and 
then skipping the selling talk. 
Wouldn’t it be possible to put the 
pill a little closer to the sugar? 


Pruning, the Davey Tree Expert 
Company says, is not a job for the 
amateur. After his experiences in 


try 


ying to trim the politicians, Gov 


Da ; 
Vavey ought to know. 
vse? 
If those promised quints had 


really arrived in Miami, the best 
publicized town in the world, na- 
ture would have accomplished a 
Classic job of carrying coals to well- 
fueled Newcastle. 


fe se 


The Yankees must be slipping. 
Pres dent Ed Barrows takes the 
Touble to predict that they'll win 
shother pennant and world’s series 
in 1940. 


Copy Cue 


Trade Commission 
and Government 


| 

New York, April 4.—The federal | 
government in general and the Fed- 
eral Trade Commission in particular | 
were today subjected to the most | 
scathing attack heard here in recent 
years when Elisha Hanson, general | 
counsel of the American Newspaper 
Publishers Association, asserted be- 
fore the Advertising Club of New 
York that the dissemination of 
advertising information is an inte- 
gral part of a free press which is 
currently facing bureaucratic con- 
trol through “licensing, taxation and 
threat of suppression by injunction.” 

“In the development of its phil- 
osophy of regulating your business 
and mine our government is now 
trying to tell us what we should 
and should not buy, and at the 
same time it is seeking to restrict 
the information which others may 
give us concerning their goods and 
services,” he declared. 

The projection of this philosophy 
would lead to government control 
over feminine style habits, automo- 
bile purchases, household appli- 
ance standards and food prefer- 
ences, he warned. 


Condemns Television Edict 


Mr. Hanson also condemned the 
Federal Communications Commis- 
sion’s recent television edict, main- 
taining that neither the radio nor 
automobile industries could have 
developed their records of achieve- 
ment if the same procedure had 
been followed in their cases. 

“I do not for one moment con- 
tend that the government lacks the 
power or that the government 
should not exercise the power to 
punish those guilty of unfair and 
deceptive acts in commerce. But I 
do deny that any government agency 
can be vested with the power to 
restrict the dissemination of infor- 
mation, whether in the nature of 
news, editorial comment or adver- 
tising, by resorting to the process 
of injunction. Yet that is exactly 
what the Federal Trade Commission 
is doing today. 

“Operating under a law which au- 
thorizes it to fix its own standards 
for the purpose of determining 
what facts are material to its ob- 
jective, the Federal Trade Commis- 
sion is seeking to set itself up as 
the judge of truth in advertising. 
It not only says what shall not be 
included in advertising, but along 
with the Department of Agriculture 
and the Securities and Exchange 
Commission it seeks to assert what 
shall be included. 


Not Function of Government 


“If these government agencies 
succeed in their purpose, then some 
other bureau may well attempt to 
pass upon the content of the news 
|and editorial columns in our papers. 

“It is not the function of govern- 
ment to tell us what radio receiv- 
ling sets, what automobiles, what 
cooking stoves, what refrigerators, 
what clothes, what tooth paste we 
should buy. Those are, that is, they 
have been, and they should be mat- 
ters of our own choice. 

“Nor is it the function of govern- 
ment to censor information in the 
form of advertising. And it is not 
the function of government to tell 
us what shall be included in our 


advertising. If it can censor one} 
form of information, it can censor | 
all others. If it can order one thing | 


published, it can order another to 
It has no such power.” 


be deleted. 


"Business Won't Meet 


Issues or Talk Freely," 
Session Told 


Columbia, Mo., April 2.—Adver- 
tising and advertisers were scored 
for evading the real problems of 
advertising, as educators see them, 
and attempting to distract attention 
from their faults and foibles by 
organized witch-hunting and shouts 

of “communism,” 
: at a forum meet- 
ing which “stole 
the show” here 
last night in con- 
junction with the 
second national 
conference on 
consumer educa- 
tion sponsored by 
the Institute for 
Consumer Edu- 
cation ‘of Ste- 
phens College. 
Speakers at the 


Harold Rugg 
forum, ostensibly to discuss “What 


Should Be Taught About Adver- 
tising in a Consumer Course,” were 
Prof. Harold Rugg, Teachers Col- 
lege, Columbia 
University; Loda 
Mae Davis, in- 
structor in con 
sumer problems, 
San Mateo Junior 
College, San Ma- 
teo, Cal.; Douglas 
Taylor, vice- 
president, Print- 
ers’ Ink Publica- 
tions, and C. H. 
Sandage, profes- 
sor of marketing, 
Miami Univers- 
ity, Oxford, O. 

The forum was presided over by 
Saidie Orr Dunbar, president, Gen- 
eral Federation of Women’s Clubs, 
and consisted of short talks by the 
four speakers, followed by a sympo- 
sium open to all present, and ending 
with a five-minute rebuttal period 
for each speaker. 


Starts Fireworks 


Addressing a fighting speech to 
“my friends and enemies” in the 
audience and throughout the coun- 
try, Prof. Rugg started the fireworks 
by throwing down the gauntlet to 

(Continued on Page 25) 


Saidie Orr Dunbar 


Rugg 


Hanson Lambastes. A\dyertising and Business Put 
on Grill at Consumer Meet 


Consumer Leader 
Hails Advertising 
as Educational 


New York, April 4.—Advertising 
was hailed here today by Mrs. Ru- 
dolph M. Binder, prominent con- 
sumer leader and president of the 
New York City Federation of Wo- 
men’s Clubs, as the leading factor 
in promoting economic literacy 
among the younger generation. 

Mrs. Binder declared that “no- 
where else in the world has adver- 
tising, as an educational force for 
consumers, attained the position it 
occupies in the United States. Ad- 
vertising’s job is to inform and 
make known the facts about mer- 
chandise, and the more completely 
and truthfully it does the job the 
better servant it is of the con- 


sumer.” 
Assails La Guardia Move 
Mrs. Binder was one of five 


speakers at the eighth conference 
on educational policies held at 
Teachers College, Columbia Univer- 
sity. Other speakers were Lammot 
duPont, president of E. I. duPont de 
Nemours & Co.; Floyd L. Carlisle, 
chairman of the board of Consoli- 
dated Edison Company; Spencer 
Miller Jr., director of the Workers 
Educational Bureau of America; 
and Chris L. Christenson, dean of 
the College of Agriculture, Univer- 
sity of Wisconsin. All discussed 
“How Can Economic Illiteracy Be 
Reduced?” 

Besides giving advertising a pat 
on the back, Mrs. Binder assailed 
Mayor LaGuardia’s effort to estab- 
lish a single grade of milk in New 
York City as an attempt at regi- 
mentation. “As a consumer I re- 
sent being unable to buy the best 
grade of anything, but I resent most 
being told what to buy,” she said. 

“I demand the right as a citizen 
and as a consumer to have at my 
disposal the best, the purest, the 
finest quality of milk or any other 
commodity without the city, state 
jor federal government having any- 
|thing to say about it.” 


Last Minute News Flashes 
Stromberg-Carlson Broadens F-M Campaign 


Rochester, N. Y., April 5.—Following a successful newspaper cam- 


paign in New York City, Stromberg- 
its F-M receiver campaign to magazines. 


appears in tomorrow’s New Yorker, 
and The Saturday Evening Post. 


Carlson Mfg. Company has extended 
The first half-page in color 
followed by insertions in Life, Time 


Prices range from $59.95 to $395, all 


but the lowest price model] receiving all types of programs. 


Vick Creates Three New Executive Offices 


New York, April 5.—W. Y. 


Preyer, 


president of Vick Chemical 


Company, today announced that the board has created three new ex- 


ecutive offices. 


H. D. McKay has been made executive vice-president 


in charge of personnel; A. T. Preyer executive vice-president in charge 
of new product development, and H. B. Yates executive vice-president 


in charge of advertising and sales. 


Bissell Leaves B-S-H for Lawrence Fertig 
New York, April 5.—John H. Bissell has resigned as account execu- 
tive of Blackett-Sample-Hummert, New York, to become vice-president 


of Lawrence Fertig & Co., New York. 


Bissell & Land, Pittsburgh. 


He was formerly president of 


Carpenter Quits as NBC Sales Executive 


Chicago, March 5.—Ken Carpenter has resigned as central division 


sales manager for the Blue network of National Broadcasting Company. | they refuse to adopt or consider a 


< 


"Confused Evangelism’ 
Evidenced at Stephens 
College Conference 


By S. R. BERNSTEIN 


Columbia, Mo., April 3.—Out of 
the welter of meetings, round tables, 
breakfast and luncheon table con- 
versations, and arguments in the 
pleasant library and _ lounging 
rooms of the headquarters building 
of the Institute for Consumer Edu- 
cation at Stephens College here, 
some six or seven hundred educa- 
tors, business men, home econo- 
mists, housewives and government 
officials carried away with them 
this afternoon three general im- 
pressions of the second national 
conference on consumer education: 

1. The “consumer movement,” 
and in particular that part of the 
movement which concerns _ itself 
primarily with teaching, is a real 
and vital force which can no longer 
be ignored as isolated or obscure, 
but which must be dealt with on its 
merits by all groups—governmental, 
educational, consumer and business 
—as a serious and growing prob- 
lem. 

2. The “consumer movement” 
still needs quotation marks, because 
it has not yet reached a phase in 
its development where the words 
mean exactly or nearly the same 
thing to all groups or to all seg- 
ments of any particular group; and 
that leaders in the movement, and 
particularly those in the educational 
field, are all ready to press forward 
vigorously—just so soon as they 
can determine to their own satis- 
faction exactly what direction to 
take and how far to go. 


Relations Not Improved 


3. That relations between con- 
sumers, consumer-educators and 
business and advertising were not 
noticeably improved by this confer- 
ence; that, on the whole, educators 
and consumers and business and 
advertising men want improved re- 
lations and closer cooperation with 
each other, but thus far have not 
developed effective articulations of 
their points of view so that they 
can meet on common ground in an 
atmosphere of mutual trustfulness. 

Beneath and around these basic 
general impressions are a_ whole 
series of inter-related but divergent 
overtones: on the side of educators 
and consumers, that business is still 
sneering at the “consumer move- 
ment”; that it considers consumer 
educators annoying but not particu- 
larly intelligent; that business and 
advertising refuse to meet the issues 
of what consumers want, and in- 
stead evade them, and that business 
is frightened of the movement to the 
extent that its spokesmen are afraid 
to express their honest points of 
view. 

Too Much Theory 


On the side of advertising, that 
consumer educators and consumer 
representatives are demagogues; 
that they are impractical and un- 
aware of the problems of business; 
that they expect the impossible; 
that many of them—or at least too 
large a proportion of them—are 
fighting advertising primarily be- 
cause they see it as one approach 
to a fight on the entire business 
structure and the traditional Ameri- 
can economic system, and that, 
|while demanding facts and reason, 
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reasonable attitude toward business|more trustfully together. Each |Business Bureaus, and cooperatives. |by Herbert E. Evans, vice-president, |currently engaged in to stimulate 


and advertising. 

Continually throughout the con- 
ference arose the charge, made by 
educators, that business—although 
represented by some 50 or 75 indi- 
viduals—was “talking down” to 
them and evading definite requests 
for answers and for expressions of 
their viewpoint. Just as continu- 
ously arose the rather plaintive cry 
from the same group that “we are 
not getting anywhere’’—a cry which 
strengthened the impression that 
too many willing crusaders for the 
rights of consumers were hopefully 
expecting to find, in these three 
crowded days, some all-inclusive or 
nearly all-inclusive formula which 
would enable them to spread the 
gospel of consumer education in 
exactly the right and the accepted 
direction; material which they could 
actually teach, as one educator as- 
serted, “next Monday, Tuesday and 
Wednesday.” 


Anxious to Cooperate 


To the reasonable middle-of-the- 
roaders on all sides of the question, 
however, a ray of hope shown 
through and beyond all the distrust 
and the acrimony—the obvious de- 
sire of so many educators, consum- 
ers and business representatives to 


group wants the help and support 


|end respect of the other; perhaps, 


they felt, only newness and unfa- 
miliarity block the way. 


Discuss Special Approaches 


One other result of the conference 
seemed apparent. Business and ad- 
vertising representatives were be- 
wildered by the frequent charges 
of educators that they were not 
speaking freely, since most of them 
felt that the program was not set 
up so as to permit them perfectly 
free discussion, and since most of 
them attended under the impres- 
sion that they were to play the role 
of observers, rather than active par- 
ticipants in the program. With 
comments from the _ educational 
group making it clear that this pas- 
sive role was not pleasing, it be- 
came clear that business interests 
will attend future conferences fully 
prepared to enter actively and thor- 
oughly into all discussions which 
affect their interests. 

The conference got off to a prompt 
start Monday afternoon in _ the 
sweltering heat of an unexpected 
summer wave with a general meet- 
ing presided over by F. G. Nichols, 
associate professor of education at 
Harvard, the discussion centering 


Speaking for labor, Mark Starr, 
educational director, International 
Ladies’ Garment Workers Union, 
declared his organization distributes 
Consumers Union quiz tests to edu- 
cational directors and trade union 
classes; circulates the ‘Consumers’ 
Guide” of the Department of Agri- 
culture to classes and members of 
women’s auxiliaries in trade unions; 
gives lectures and courses on con- 
sumers’ problems in workers’ edu- 
cational programs, and helps foster 
the publication of the feature, “Your 
Dollar,” issued by Consumers Union, 
in labor newspapers. At present 
110 labor papers regularly use this 
feature, he said. 


Labor Unions Aid Growth 


Labor union members are also 
greatly interested in consumer 
cooperatives, Mr. Starr said, and are 
doing much to aid their growth. 

An analytical outline of the for- 
mation, growth and activities of the 
Better Business Bureaus was pre- 
sented by Kenneth Backman, general 
manager, Boston Better Business 
Bureau, in which he emphasized 
the fact that the consumer protec- 
tion work of these organizations 
was supported and paid for by busi- 
ness. 


find a method of working more|around special approaches to con- The cooperative approach to the 
closely, more harmoniously and|sumer education by labor, Better |education of consumers was given 
* * 
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FOUR LEAF CLOVERS aren't common—but you can still find 


TOPS 
VALUE 


Your radio sales approach to 
the growing, thriving Pacific 
via KEX or 
KGW. These stations are tops 


Northwest is 


in listener interest in an area 
where incomes are larger than 
the national average and 
where 95% of the homes are 
radio equipped. To get more 
sales volume in this rich mar- 
ket team up with the Oregon- 
ian Radio Stations KEX-KGW 


them. Take the experience of Kathleen Connolly, owner of Portland's 
exclusive Irish linen shop, who found KEX a four leaf sales clover in 
the promotion of her business. 

Last fall, with an Irish eye to building holiday volume, Kathleen 
Connolly picked KEX to help her do a selling job. Three afternoons 
a week she broadcast a travelogue of old Erin in order to acquaint 
more people with her shop and with her high quality imported 
linens. Resultc—hundreds of new friends and the largest Christmas 
business Kathleen Connolly had experienced in ten years. 

Needless to say, the sales promotion partnership of KEX and 
Kathleen Connolly carries on. Sales continue to show healthy in- 
creases over last year and Mrs. Connolly has joined the large group 


of advertisers who know from experience that KEX is a four leaf 


sales clover in the prosperous Pacific Northwest. 


RADIO STATIONS OF THE 


PORTLAND * OREGON 


620 KG voc warrs wes NBG RED 


REPRESENTATIVES 


REX -... 


1160 KG connmcous NBG BLUE 


EDWARD PETRY & COMPANY, 


INC. 


WEW YORK + CHICAGO + DETROIT + ST. LOUIS + SAN FRANCISCO * LOS ANGELES 


} 
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Consumer Distribution Corporation, 
New York, who emphasized that 
consumer education was a _ pre- 
requisite to the consumer coopera- 
tive movement. There is no need 
for business to fear the cooperative 
movement, Mr. Evans said. “I 
advise those who don’t like us,” he 
declared, “not to spend their money 
on attacks on the consumer cooper- 
ative movement, but to use that 
money in the more efficient training 
of personnel, in the paying of better 
wages, in increasing the buying 
power of our people and in honestly 
working with our customers.” 

‘The present attacks by insurance 
companies against cooperative in- 
surance, he insisted, have done the 
whole cooperative movement more 
good than any other single thing, 
since they have tended to focus 
attention and interest on the move- 
ment. 

Cooperatives do an extensive job 
of consumer education through 
pamphlets, books, courses, meetings, 
etc., he said, and in addition supply 
their purchasers with completely 
informative and_ grade labeling. 
Some 600 grocery items are now 
distributed under the cooperative 
label. 

The Monday evening session was 
devoted to the subject, “What 
Should Be Taught About Advertis- 
ing in a Consumer Course?” It 
developed into a hectic discussion 
about advertising in general, and 
is reported on fully elsewhere in 
this issue. 


Would Change Buying Habits 


Tuesday morning Hazel Kirk, 
associate professor, department of 
home economics and _ household 
administration, University of Chi- 
cago, discussed the matter of deter- 
mining what is consumer education, 
and how far courses should go. She 
placed much emphasis upon the 
need for raising and changing the 
buying habits of consumers, and 
for helping consumers make choices 
between different types of products, 
as well as providing them with 
competitive buying information. 

Following this general session, the 
conference broke up into 23 infor- 
mal round tables, discussing every 
imaginable aspect of consumer edu- 
cation. The most widely attended 
was that on “Consumer Education 
and the Handling of Relations with 
Business,” which drew an overflow 
crowd of more than 100, and devel- 
| oped the same general character- 
| istics of charges, counter-charges 
jand acrimonious discussion which 
had prevailed at the previous eve- 
ning’s discussion of advertising. 
| Among the representatives of 
| business who took part in the dis- 
| cussion, over by 


| 


National Consumer-Retailer Coun- 
icil, were Paul Willis, Associated 
Grocery Manufacturers; H. F. 
|Anderson, General Mills; Burr 
Blackburn, Household Finance Cor- 
poration; John Benson, president, 
American Association of Advertis- 
ing Agencies: W. T. Nardin, Pet 
Milk Company, and Madge F. Dilts, 
Hoover Company. 


Hectic Business Session 


An outline of 10 questions was 
submitted for discussion, dealing 
with the advantages of intelligent 
consumer buying, knowledge of 
business problems, relations of busi- 
ness to fair trade and unfair trade 
laws, grade labeling, etc. 


ported the numerous 
which advertising and business are 


| nomics. 


Mr. Benson and Mr. Willis re- | nary folk hunting for the best b 
activities |they can t 


| 


cooperation and understanding be. 
tween business and consumers, ang 
stressed the point that the problems 
faced are large and complicated, 
and cannot all be solved at the drop 
of a hat. There was an extensive 
discussion of price maintenance ang 
price fixing laws, the general im. 
pression being that fair trade laws 
have become unpopular with most 
vocal consumer and _ educationa) 
groups. 

Direct charges and indirect im. 
plications that business was “talk. 
ing down” to educators and con. 
sumers and evading the important 
issues raised were voiced again at 
this session, which, following the 
procedure laid down for the conduct 
of the conference, adjourned with- 
out formal action of any kind being 
taken. 


Speaks for Retailers 


At the Wednesday morning ses- 
sion, devoted to “Finding the Facts 
Educators Need to Know About 
Consumers and Commodities,” 
David R. Craig, president, American 
Retail Federation, developed the 
thesis that retailers can be broadly 
broken down into three major divi- 
sions: Those who believe there are 
no “consumers” and no “consumer 
movement,” but merely customers: 
those who recognize a “consumer 
movement” but do not respect it, 
because they believe that members 
of it are either unintelligent or else 
are “discount hunters”, and the 
third type, which recognizes the 
importance of the movement and is 
honestly trying to do something 
about it. 

Cooperation with consumers is no 
new thing in retailing, Mr. Craig 
pointed out, but recognition of the 
problem is continually growing, 
with more and more retailers de- 
serting the ranks of the first two 
groups and joining the third. 

However, he pointed out, the 
rising costs of distribution so often 
attacked by consumer groups are 
merely the result of specialization 
in the business field, and many of 
the other problems which con- 
sumers attack so easily are also not 
capable of quick and easy solutions. 

There are too many militant con- 
sumers who do not practice what 
they preach, he intimated, pointing 
out that no rush to provide infor- 
mative labels can be expected in 
retail circles for the simple reason 
that the cost of providing this serv- 
ice has not yet proved a_ worth- 
while expenditure—in other words, 
so few customers have demanded 
them and been influenced by them 
that retailers find informatively 
labeled goods selling no better, and 
sometimes worse than goods sold on 
emotional or other appeals. 


Facts Don’t Sell 


As one illustration, Mr. Craig 
cited the actual experience of one 
store which advertised a line of 
women’s hose with amazingly com- 
plete factual data, but could trace 
no upturn in sales over the previous 
days when the hose were unadver- 
tised. A short time later, under 
almost identical conditions, the same 
hose were advertised at the samé 
price, but with plenty of glamorous 
illustrative material, and sold in 
surprisingly large quantities. 

He was followed by Ruth O’Brien 
chief, division of textiles and cloth- 
ing, U. S. Bureau of Home Ec0- 
“This consumer movement 
is just the combined effort of ordi- 


1V 


get for the money they 
(Continued on Page 27) 
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, ean tell an advertiser lots of things about a market, 
but the one thing he wants to know above everything else is—what’s the best 
way to reach the women who buy the most? 

We can tell you that quickly about New York. A new 


study by the Houser Associates, independent researchers, contains the facts. 


Talking to 50,194 housewives in the high and medium income neigh- 


borhoods of the New York market, city and suburbs, Houser Associates 
learned that 
. 221.840 housewives in the Profit Half of the New 
York market read The New York Times on weekdays; 
: 414.180 housewives in the Profit Half of the New 
: York market read The New York Times on Sundays. 
‘ Profit Half we call this part of the market in which The 
d Times provides such a mass of quality circulation... because the house- 
y wives in this part of the market buy from 60‘c to 70%e of the generally 
d ; 
: advertised products sold here. 

Department stores recognize the strength of The Times 
g | among these women by using The Times for upstairs promotions (every- 
e ° . 7 , 
f - thing but bargain basement stuff) more than any other New York newspaper. 
- ‘ . . . 
e Concentrating its home influence among the women 
1S mh ' rye * . 
. who buy the most, The New York Times concentrates advertising where it 
T . ° ° 
_ profits you the most. A telephone call will bring you the facts. 
1e 
1S 
in 

iW 

3 The New OTW Cinies 
. A THE NEW 7 A TO PRINT 


ADVERTISING OFFICES + CHICAGO + DETROIT « SAN FRANCISCO + LOS ANGELES 
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Consumers Union 
Raps Dies, Anti- 


Consumer Groups 


Pleads for More Mem- 
bers and Closer Co- 


operation 


Columbia, Mo., April 2.—The 
urgent need for fighting the pro- 
jected investigation by the 
committee and  “anti-consumer” 
activity was stressed at a luncheon 
held here today by Consumers 
Union, attended by some 150 of 
those who were here for the second 
conference on consumer education 
sponsored by the Institute for Con- 
sumer Education of Stephens Col- 
lege. 

Prof. Colston Warne of Amherst, 
president of Consumers Union, told 
the group that “the immediate prob- 
lem is Dies.” The “discovery by 
Mr. Dies that CU had its origin 
somewhere in the vicinity of Mos- 


cow and is seeking to undermine the 


thinking of the American people” 
was first set forth in October fol- 


Dies 


\lowing the Congressman’s speech at | about 85,000, but that this number | 


|the Associated Grocery Manufac- 
|turers meeting, he said, and was 
|earried forward in December by 
publication of the Matthews report. 

Although CU has not yet been 
| subpoenaed, it seems clear, he said, 
that it will be the subject of inter- 
ested study by the Dies committee 
as soon as that group finishes the 
| business in hand, and that “we will 
be given the same type of treatment 
in the press which we were ac- 
|corded last December.” He there- 
fore urged members and friends to 
|write to their Congressmen, ex- 
pressing their views on the subject 
of the projected investigation. 

Seeks Membership Help 

| Other things that members can 
|do to help the cause along, Prof. 
| Warne said, are to help in securing 
| memberships, particularly 
| memberships; to aid in setting up a 
|national advisory board with mem- 
|bers located in each region so that 
| support of outstanding consumer 
movement leaders throughout the 
country can be secured, and to aid 
|in apprising CU of research activi- 
\ties with which they are familiar, 
so that the present group of 200 or 
so testing collaborators can be in- 
| creased, 

In an informal report on the past 
year’s activities, Prof. Warne said 
j|membership of CU is now up to 


group | 


| includes only 12 to 14,000 limited 
;memberships, which were set up 
|primarily to reach consumers in 
leconomic levels which could not 
afford complete service. Hence, he 
|said, efforts to reach low income 
| Sroups have not been altogether 
successful, 

Consumers and members of CU 
must be constantly on their guard 
against the growing volume of anti- 
consumer activity, he asserted, and 
he also urged that attempts be 
made to organize local CU groups. 

The advertising boycott of most 
‘of the magazines and periodicals 
|continued during the year, he said, 
| forcing CU to do its promotion for 
| membership by word of mouth and 
\through direct mail, which devices 
|had proven to be rather costly. 
| Studies Membership 

CU made a mail survey of its 
membership to find out who they 
were, how they live and what they 
are most interested in, Prof. Warne 
said, and hopes to make a similar 
survey each year hereafter. Some 
15,000 of the questionnaires came 
back, he said, and a preliminary 
tabulation of about 2,000 of these 
revealed wide divergence in income 
|level and economic status, with a 
|median income of about $2,700, and 
|something like one to two thousand 
lin the $1,000-$2,000 income bracket. 


For more than 


00 years 
this has been 
the leading 
newspaper in 
its field— 


San Francisco 


EXAMINER 


}cent favor publication of labor 
reports on commodities, and test 
|material on foods, soaps, complex 
|mechanical goods and proprietary 
{medicines is most eagerly sought. 
The largest number of members 
seems interested in the subject of 
consumer cooperatives, with inter- 
est in other subjects following in 
this order: medical and dental serv- 
ice; government activities; advice 
on non-branded products; life in- 
surance, health insurance, and other 


types of insurance and financial 
advice, including securities and 
investments. 


Warns Business 


Prof. Robert Brady of the Uni- 
versity of California, and vice- 
president of CU, declared that busi- 
|ness cannot capture the consumer 
|movement, and has much to gain 
by going along with it, instead of 
attempting to sabotage or ignore it. 
The job of Consumers Union, he 
said, is to act as a sponge, soaking 
up all available information on 
products, and squeezing it out in 
understandable terms to the “tech- 
nically unequipped layman.” 

“Why should we be attacked for 
this as severely as we are?” he 
queried. We are likely to be much 
more seriously attacked in the 
future by recalcitrant elements in 
business who have something to 
hide, and much less by intelligent 
business, which in some respects 
seems now to be gaining the upper 
hand.” 

Although price declines may con- 
tinue for a few weeks or months, 
there is likely to be a rather gen- 
}eral price advance for from six to 
1/18 months, he said, and when that 
happens the public and government 
| will undoubtedly try to put a ceil- 
ing over prices. If such a ceiling 
jis established, quality degradation 
is almost sure to follow, he asserted, 
and the only way consumers can be 
| protected against this type of activ- 
|ity in the absence of a system of 
grades, standards and labels en- 
forced by “considerable and fairly 
|drastic inspection” is through test- 
ing. Since there is so much oppo- 
|sition to this, there is little likeli- 
|hood that government will take over 
ithe job, “thus in a sense putting 
|Consumers Union in a_ rather 
|monopolistic position.” 


Easy to Beat 


The Dies attack on CU is an out- 
growth of the gathering environ- 
|ment of gloom and the failure to 
|solve the problems of unemploy- 
|ment, he said, and is likely to be 
jonly an intimation of the type of 
hysteria which is coming. 

‘Dies can be beaten and beaten 
so easily,” he said, “if you don’t 
lose your courage and are _ not 
affected by whispering campaigns. 
The truth is practically all on our 
side—let me say all.” Attacks on 
CU such as that projected by the 


short run 


run, he said. 


sion of CU affairs, he said that low 
income groups had discovered they 
cannot afford not to have CU help 
and service, and reported an inves- 
tigation of a San Francisco ware- 
houseman’s family in  substantia- 
tion. In this family’s medicine chest 
were $4.95 worth of cold remedies, 
“all completely worthless,” and 
other things worth about $3.50 “that 
she might as well 
down the sink.” 
ments on the radio and on various 
supplies in the kitchen were also 
taken into account, the money CU 
might have saved the family 
amounted to almost $20, he said. 


Forced Memberships 


Unions are likewise much 
ested in CU services, and 


inter- 
one on 


|members need the information so 
j}much that it has resorted to the 
|check-off system to see that they 
belong to Consumers Union, he de- 
clared. 

Scores of colleges, universities 
and other institutions in California 
are now doing all of their purchas- 
ng on the basis of CU reports, he 
added. 

Amplifying his discussion of what 

jis likely to come as a result of the 


Of those replying, about 90 per | present war before the closing 


Dies committee may win out in the | 
say four or five years— | 
but are certain to lose in the long | 


Turning to a more direct discus- | 


have thrown | 
When overpay- | 


ithe West Coast has decided that its | 


re 
= 


|cral session of the conferenc ~~ 
Brady declared that non-belligeren, 
status does not in general guarante, 
prosperity for the United States, ang 
listed these five leading dangers: 

1. Price inflation and qualis, 
degradation. : 

2. The cumulative diversion 0; 
government expenditures from use. 
ful public works to non-useful wor 
(munitions, etc.) which subtract 
from, rather than add to, the 
dard of living. 

3. The swift expansion of carte]. 
like devices in business. 

4. The general distortion of the 
economic status as a whole, such as 
that supplied by emphasis on the 
manufacture of war materials and 
supplies, and the expansion of these 
industries far beyond their norma) 
place in the country’s economy. 

5. The development of a genera] 
social and psychological atmosphere 
which would interfere with the con- 
sumer movement and democracy as 
a whole, and pave the way for 
demagogues, crackpots and others, 

He ended on a note of warning 
addressed to business. 

“A mere catalog of the phonies in 
the consumer movement set up in 
the last year would show an aston- 
ishing range and variety,” he said, 
“and likewise an astonishing mor- 
tality. 

“We must insist that we are not 
going to be confused. Any attempt 
to argue that the interests of 
ness and consumers are _ identical 
is designed to confuse. The con- 
sumer wants better goods at lower 
prices, while business wants larger 
|markets on better terms.” 


hi 
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Waters Increases Staff 
and Office Space 


Norman D. Waters & Associates, 
New York, has made the following 
additions to its staff: James E. 
Hagen, formerly with Allen-Hall 
Company, New York, is in charge 
of traffic control; Jerry Sanders, 
formerly with Sterling Advertising 
Agency, New York; Leonard Mayer, 
formerly with H. W. Fairfax, New 
York, and Miss Nettie Held, for- 
merly with Richland Advertising 
Agency, New York, have joined the 
art department, and Mildred J. Her- 
bert, formerly with Saks at 34th 
Street, New York, has joined the 
copy department. 

Waters has taken additional space 
on the ninth floor. 


Detroit Seeks Fund 
to Advertise City 


Emory Douglass, Woodall Indus- 
tries; Edwin Charney, the Branham 
Company, and Patrick McGrudy, 
Ernst Kern Company, all members 
of the Junior Adcraft Club, Detroit, 
will lead five-man teams in a drive 
to raise $100,000 to advertise De- 
troit. 

The club took action to assist in 
the drive at its last meeting. 
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to application > 
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every trend in Ou 
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publishing unit. 
INDUSTRIAL PUBLICATIONS, INC. 


| 59 E. VAN BUREN STREET, CHICAS 
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inthe UNITED STATES 


for per cent 


NEW 


One of America’s Most Receptive Markets 


AGAIN MAKES HISTORY 


Again Shreveport produces facts to prove that it is one of 
America's most receptive markets for radio advertisers. {| Based 
on the number of new residences built per thousand population 
in the leading cities of the United States, Shreveport ranked 
second for 1939 with 53.8 houses per thousand persons. Houston, 
Texas, was first with 4°, higher than Shreveport. Washington, 
D. C., was third, and Atlanta, Georgia, fourth, both being under 


COLUMBIA 


BROADCASTING WMC Memphis, KARK Little Rock, KWKH-KTBS Shreveport, WSMB New Orleans. 
SYSTEM 


ss SE 4 
' LOUISIANA 


A SHREVEPORT TIMES STATION 


50.0. {| There is a golden opportunity awaiting radio advertisers 
in the rich, receptive Shreveport market covered by radio station 
KWKH's powerful 50,000 watts. 
150-mile radius of Shreveport than in the entire state of Louisiana. 


More people live within a 


Let us give you additional facts and figures on how to sell your 
product to the nearly three million persons within the Shreveport 
trade area. 


REPRESENTED 
BY THE 
BRANHAM CO. 


MEMBER SOUTH CENTRAL QUALITY NETWORK 
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Challenges FIC 
fo Interpret 
Wheeler-Lea Act 


Varying Rulings Act as 
Business Brake, Cullen 
Charges 


Chicago, April 4.—Immediate 
action by the Federal Trade Com- 
mission to clarify its rulings and 
interpretations of the Wheeler-Lea 
amendments is badly needed in the 
interest of simplifying the difficult 
task of advertisers and agencies in 
complying with the provisions of 
the law, Dr. Frederick Cullen, 
executive vice-president of the Pro- 
prietary Association, asserted today 
in addressing the Chicago Federated 
Advertising Club. 

Most advertisers and agencies, he 
explained, can conform to the 
statutes, but their chief difficulty 
lies in the varying interpretations 
placed upon them by officials of the 
commission. The whim of an indi- 
vidual may upset what has been re- 
garded as a perfectly valid and rea- 


sonable statement of product quali- 


ties and applications. 

“Words have no_ established 
meaning in the eyes of the FTC,” 
said Dr. Cullen, former head of the 
Food and Drug Administration. 
“Advertising copy is written for the 
man on the street, and should be 
scrutinized from that viewpoint. 
But within the radio and periodical 
division of the commission are indi- 
viduals who employ highly technical 
and scientific definitions to suggest 
meanings which were not intended 
by the advertiser and would not be 
assumed by the reader. 


Should Define Policy 


“With so many thousands of cases 
involving advertising having been 
acted upon by the commission, it 
should now be possible for it to 
issue a general statement of policy 
and interpretation which would be 
immensely helpful to advertisers 
and agencies, and at the same time 
would furnish a guide to its own 
personnel. Because each official 
now makes his own interpretations 
of the statutes, it is impossible for 
anybody to write a formula which 
would state exactly the copy re- 
quirements of the FTC.” 

Both Dr. Cullen and C.S. Beards- 
ley, vice-president and general sales 
manager of the Miles Laboratories 
(Alka-Seltzer), who _ introduced 


him, agreed that in spite of the 
drastic regulations to which not only 
food and drug advertisers, but all 
others, are now subjected through 
the extended authority over adver- 
tising assigned to the FTC by the 
Wheeler-Lea amendments, the legis- 
lation was necessary to protect the 
public from dishonest and unscrup- 
ulous manufacturers, many of whom 
still find it possible to circulate 
advertising of unworthy products. 


Base Advertising on Facts 


Dr. Cullen recalled an experience 
with the advertising agent for an 
anti-fat product who had _ been 
called on the carpet because of 
alleged violations of the Food and 
Drug Law several years ago, when 
he was head of that division of the 
Department of Agriculture. 

The agency man admitted that 
some of the copy was false and mis- 
leading, but added that since women 
are highly fat-conscious, the adver- 
tiser has to be prepared to take 
advantage of the sucker market. 

“Don’t depend on textbooks for 
statements of what a product can or 
should do,” urged Dr. Cullen in 
closing his address. “Use facts based 
on laboratory and clinical research 
to provide a convincing basis for 
advertising as well as a sound de- 
fense of advertised claims if they 
are challenged by the commission.” 


WAR CLOUDS 


SETTLE OVER KANSAS 


DROPPING DOLLARS INSTEAD OF BOMBS. Military importance of Wich- 


ita in Aviation particularly in case of war is fully recognized. 
facilities are not quite so vulnerable as the seacoast plants. 


For Wichita is located in 


the geographical center of the country on flat level terrain and unmatched year-round fly- 


ing weather. 


Already, three great plants are busily engaged filling rush orders for all 


the world in exchange for gold—gold that might just as well be spent for your products. 
And the way to tell these 292,421 radio fam- 


SALINA® 


HUTCHINSON "NEWTON 


@ PRATT 


Pe eS ee Se oe a oe ae eee oe ames 
PONCA CITY 


ENIDe 


: 
i 
G 


' 4 Fh 


MANHATTAN @ AWE NC, 
TOPEKA® ¢ 


KAN 5S A 5S 


@ EMPORIA 


SWICHITA 


@ CHANUTE 
INDEPENDENCE » 
ARKANSAS CITY, COFFEYVILLE 


° 
BARTLESVILLE 


TULSA, 


OKLAHOMA 


@PARSONS 


ba. 


eae ee | i“ 


tenn D Gillett Field Strength Survey—193 
Map shows coverage to the .1MV/M line. 


ilies in the KF H AIREA about the advan- 
tages of your products, is to employ 


That Selling Station for KANSAS 


| WICHITA 


THE ONLY FULL TIME CBS STATION IN KANSAS 
CBS ¢ 5000 DAY « 1000 NIGHT ¢ CALL ANY EDWARD PETRY OFFICE 
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Socony-Vacuum 
Off on Record Ride 
With Red Horse 


Psychological Factors 
Key Copy for Biggest 
Drive 


New York, April 4.—Socony- 
Vacuum Oil Company’s most exten- 
sive campaign in history, the first 
ever to be built around Socony’s 
trademark, “the flying red horse,” 
will be launched in magazines and 
on 24-sheet posters next week, it 
was learned here today. 

Another gas advertiser revealing 
spring promotion plans is Sinclair 
Refining Company, which will 
launch its first general newspaper 
campaign in about five years on 
April 18. Magazines and radio pro- 
motion will supplement an eight- 
week drive in about 175 papers. 

New copy for Socony is unusual 
in that no sensational “new prod- 
uct” claims are made. As explained 
by Frank Griffin, vice-president of 
J. Stirling Getchell, the agency in 
charge, Socony officials feel that the 
public is sated with extreme claims 
about the broad improvements 
which have recently been made in 
gasoline. 

According to Eben Griffiths, So- 
cony advertising manager, the en- 
tire program is based on careful 
psychological forecasts of the public 
frame of mind now that a European 
war is in progress and the country 
is in the midst of the presidential 
election hurly-burly. 

Research showed that during 
World War I, the public preferred 
light literature for their best sellers 
and musicals and comedies for their 
theatrical fare. Socony feels that 
the public again wants “escape,” 
and a change of pace from bold but 
depressing headlines. 


Public Wants “Escape” 


Hence the new copy carries a 
chuckle, as well as a “sell.” The 
initial insertion to break next week, 
for example, pictures three bright 
yellow birds chirping from their 
nest. “Fill Up, It’s Springtime!” 
All tie-ups for the month will stress 
the same appeal, including outdoor 
posters, station banners and other 
promotional material. Each month 
the key ad from the magazine cam- 
paign will also be used in other 
advertising appearing during the 
same period. 

Subsequent insertions, following 
a special page similar to the recent 
newspaper one-time shot picturing 
the Queen Elizabeth, Queen Mary 
and Normandie, will link the copy 
with the “flying red horse” trade- 
mark more closely. One, headlined, 
“Wish I Had His Pull!” will show a 
plow horse looking with envy at the 
Mobilgas emblem. 

Color spread copy in magazines 
will be almost identical with out- 
door copy. Text copy is merely 
omitted from the posters. Such big 
name artists as McClelland Barclay, 
Frederic Stanley, Floyd Davis and 
Ronald McLeod executed the human 
interest paintings. 

Magazines on the Socony list in- 
clude American Magazine, Better 
Homes & Gardens, Capper’s Farmer, 
Collier’s, Liberty, Life, The Satur- 
day Evening Post, and Successful 
Farming. Farm paper copy, built 
around pictures and_ testimonials 
from farmers who lubricate farm 
equipment with Mobiloils and Mo- 
bilgreases, will also appear in sec- 
tional publications. 

Nearly 10,000 outdoor boards will 
be used. Spot news and play-by- 
play baseball broadcasts are slated 
in certain areas, and newspaper 
promotion will be used to meet spe- 
cial situations. 

In addition to its new interna- 
tional newscasts, Sinclair will use 
space in Collier’s, Liberty, Life and 
The Saturday Evening Post. News- 
paper copy will occupy 800-lines to 
page space. Between five and ten 
insertions are scheduled during the 
eight-week drive. Federal Adver- 
tising Agency is in charge. 


Fight on Curtis 


- — 
— 


Liquor Ban Slated 


for Annual Meet 


New York, April 4.—Efforts py . 
minority group of stockholders t) 
persuade Curtis Publishing Com. 
pany to abandon its anti-liquor aq- 
vertising policy will be opposed py, 
the management at the annual 
meeting to be held in Philadelphia 
April 16, it was revealed here today 
by the proxy statement filed with 
the New York Stock Exchange. 

John J. Gilbert, a stockholder ang 
leader of the minority group seek. 
ing a liberalized advertising policy, 
served notice at the annual meeting 
of Curtis a year ago that he would 
introduce a resolution at the 1949 
meeting asking that liquor advertis- 
ing be accepted. 

In the proxy statement filed 
today, C. W. Bok, secretary of 
Curtis, declared that the board of 
directors considers such a change 
“against the best interests of the 
company.” The statement also re- 
vealed salaries paid to officers ang 
directors last year. Leading were 
Walter D. Fuller, president, with 
$70,359; Fred A. Healy, vice-presi- 
dent and advertising director, with 
$59,638, and Wesley W. Stout, edi- 
tor of The Saturday Evening Post. 
with $46,422. 


Careva Appoints Gray 


Careva Company, Inc., and Kel- 
vinator-Careva Company, York, Pa. 
distributor of refrigerators, ranges. 
laundry equipment and radios, have 
appointed Jerome B. Gray & Co 
Philadelphia, to direct their adver- 
tising. Everett H. Jones, manager 
of the Lancaster office, will be ac- 
count executive. 


Idea Suit Dismissed 

Wm. Wrigley Jr. Company and 
its agency, Neisser-Meyerhoff, wor 
an idea suit in federal court in Chi- 
cago last week, brought by Bessie 
Crane, who claimed that she had 
suffered $200,000 damages because 
Wrigley had used her advertising 
ideas. The dismissal was the result 
of a directed verdict by Judge 
Barnes to the jury hearing the case 


Brinkman Joins Ad-Art 

Carl A. Brinkman has been ap- 
pointed sales manager of Ad-Art 
Studios, Cleveland. 


Are You Dishing It Out On 


HOME COMFORT 


E YE*CATCHERS brings over 190 0 

“ usable photo ideas every 30 days. 

—its pictures have life, will dramatize *’ 
selling story. = 

—high class photography is made available * 
ridiculously low cost. Use photos gencrous! 

—it saves real money—$5 monthly—mats ” 
Glossy Print Plan. 

—used by biggest advertisers and agenc'*s ” 
over the world. It sells itself by mail. /*’ 
got to be good. , 

Write for FREE book of interesting pro 

—no obligations. 


EYE*CATCHERS, Inc. 10 E. 38 St. New Yo* 
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Over ten acres of 
active, productive 
floor area. 


Products of FORBES creative ingenuity, stemming from sound .. 


merchandising judgment, and an understanding of buying habits. “ 


DISPLAYS and POSTERS PACKAGE INSERTS that 
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lithographing and printing plant . . . noted for quality production. ofr 
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RCA Promotion 
Surprise to FCC, 
Avers Chairman 


Television 
Aired by Fly in Two! 
Discussions 


New 
that “substantial improvement” in | 
sion technique “is just around 
rner,” James L. Fly, chairman | 
Federal Communications 


telev! 


the c 
of the 


Commission, told a large gathering | 


of radio and advertising executives 
at the 
that the FCC’s chief concern at 
present is the avoidance of any in- 
dustry action that might tend to 
free.e television standards at their 
present level. 

Mr. Fly explained the commis- 
sion’s viewpoint in an informal talk 
that preceded a nationwide broad- 
cast which sought to clarify in 
listeners’ minds the confusion re- 
sulting from the FCC’s action in re- 
scinding an order which would have 


permitted limited commercial spon- | 


sorship of television beginning next | 


Sept. 1, thereby setting off a con- 
troversy that is still rocking the 
industry. The situation is to be 


aired further at a series of hearings 
opening in Washington April 8. 

In reply to a question asked by 
ADVERTISING AGE, Mr. Fly said that 
the FCC had been aware of RCA’s 
merchandising of television receiv- 
ers on a “limited scale.” He insisted 
however, that the commission had 
no advance knowledge of the com- 
pany’s elaborate advertising cam- 
paign, launched immediately after 
permission was granted for spon- 
sored programs. The 
of this drive, Mr. Fly declared, was 
when he saw RCA copy in news- 


papers. 
As a result of the commission’s 
action, RCA has canceled its televi- 


sion receiver advertising schedule, 
although sets still remain on sale. 


Uses Two Networks 


Mr. Fly’s coast-to-coast broadcast | 
was carried over the combined 
facilities of Mutual Broadcasting 
System and the Red network of the 
National Broadcasting Company, the 
latter being an affiliate of RCA. 
NBC canceled a commercial broad- 
cast to permit the FCC chairman to 
speak. He was introduced by Alfred 
J. McCosker, president of Station 
WOR, Newark, and MBS chairman. 

Mr. Fly explained to the public 
that a television receiving set “is so 
synchronized with the transmitter 
that the two are inseparable in 
operation. The receiving set is, in 
effect, the key which unlocks the 
transmitter in order to receive the 
broadcast. A substantial change in 
the lock renders the key useless.” 

This fact, he asserted, marks the 
essential difference between the de- 

elopment of the new art and that 
of radio. A radio receiver 20 years 
old, he pointed out, can still receive 
today” S programs, since there has 
been “no change in the fundamental 


standards for transmission and re- 
ception during that entire period.” | 
He continued: 

“A television receiving set capable 
. receiving the signal of one type | 


nsmitter may not accept the 
| of a different type of trans- 
er in existence today. The re- 
eiving set must be constructed to 


perate on the same principle as 
the particular transmitter. If the 
American people should buy televi- 
on receivers in great numbers, as 
ney have bought ordinary radios, 
ind f at a later date transmission 


rds are adopted which con- 
emplate an alternative or im- 
ved transmission system over 
on which the particular receiv- 
n operate, we should, in effect, 
anging the locks and leaving 
vith a bunch of highly expen- 

ys rendered utterly useless.” 


Must Protect Public 
* FCC is perfectly willing, in 
nxious, that television receiv- 
e bought for home use today 


‘ 
act 
Pre 


Issue Is 


York, April 2.—Predicting | 


Advertising Club here today | 


>| radio 


first he knew | 


| ceeds 


he continued, but only with the dis- | 
tinct understanding that buyers are | 
participating in a program of ex- 
perimentation. 

“If the public knows the facts | 
|}about the limited number of sta- 
tions which are now operating, the | 
few hours of programs that are on} 
the air, the experimental character 
of their operation, and finally that 
new standards of television trans- 
mission may convert the sets of 
today from instruments of enjoy- 
| ment to articles of furniture of 
|doubtful usefulness, then there can 
be no danger in public participa- 
tion,” he said. 

“A man who buys an automobile 
 eitee knows, of course, that he will 
|have an increasingly insistent pres- 
sure to replace it with a new 
|as the years 


one 
pass, because everyone 
{knows that the automobile of to- 
|morrow will be superior to the 
|automobile of today. No one, how- 
ever, purchasing an automobile 
today need have any fear that in a 
year or two his car will be com- 
pletely useless. That knowledge, 
however, should be in the mind of 
the purchaser of a_ television 
ceiver.” 

Although Mr. Fly made no direct 
|reference to RCA during the course 
jof his radio address, he did point 
|unmistakably to the furor raised 
over the proposed merchandising 
| drive. 


a 


Raps “Extravagant Promotion” 


“Let me make it clear 
neither have nor desire any regu- 
latory power over the sale of re- 
ceivers or over advertising,” he said. 
“But any action we take under our 
duty to license experimental opera- 
tions and to encourage advances in 
must of course be 
the light of actualities. Our course 
can be influenced, for example, by 
|the rare case where a licensee might 
l|engage in extravagant promotion of 
sales to people of modest incomes 
|while failing to inform the public 
of the limited and experimental 
character of the service now avail- 
able, and of the mobility of the sci- 
ence, where it appears that such 
activities threaten to make his sys- 
tem dominant among both trans- 
mitting stations and the 
For the result would be that his 
competitors—continuing their re- 
search—might find themselves with 
an improved system of broadcasting 


that we 


taken In 


television which cannot be given 
to the public. 
“By this sales activity alone the 


standards of the science might be 
locked against their improvements. 
Under such circumstances it is 
rather more likely that the competi- 
tors, too, would be crowded into pro- 
duction and sales promotion. This 
would make it even more probable 
i\that television would be shackled 
at its present state and future prog- 
ress obstructed. These are the 
junanimous views the commission 


has clearly and repeatedly ex- 
sed in recent months.” 
The serious vein of Mr. Fly’s 


|radio address was in contrast with 
the frequent bursts of humor that 
|marked his Advertising Club talk. 
| He drew a gale of laughter, for 
|example, by remarking that the 
|FCC’s work might be split into two 
| cz ategories: arranging to get broad- 
casters on the air and then making 
threats to take them off the air. 


‘Direct Mail Liquor 
Advertising Banned 


Pennsylvania’s Liquor 
Board will not give its 
direct mail consumer 
liquor within the state, it has an- 
nounced along with a report that 
one distiller suggesting this medium 
was advised of the board’s attitude 

The uncontrollable nature of di- 
rect mail to consumers, with the 
resultant distribution of liquor ad- 
vertising to the letter boxes of rabid 
|drys and other persons opposed to 
liquor, was given as chief reason 
for the board’s policy in this matter 


Control 
approval to 


Elect Eiser President 


Carl H. Ejiser, advertising direc- 
tor of the Underwear & Hosiery Re- 
view, 
Knit Goods Publishing Corporation, 
185 Madison avenue, New York, 
publisher of that journal. He suc- 
John F. Stern. 


| been appointed manager of Station 


| 


| 


public. | 


advertising of | 


has been elected president of | 


Pennsylvania Cites 
Peoria Distiller 


A citation charging “improper Sigma Delta 
| trade practices in promotion of the | journalistic 
sale of liquor in Pennsylvania” has | quarters in 
|been issued against the Century | 
| Distilling Company, Peoria, IIL, by 
|the Pennsylvania Liquor Control | 
Board 

Advance public 


Chicago, 


|universities in the c 
notice and 
The fraternity 
the charges, which will be 
April 10 in Harrisburg, Pa., is a 
departure from former board pol-|nizing excellence in 
icy. Last December the board sus- | porting, editorial 
‘pended Calvert, Browne, Vintners | correspondence, 
and Oldetyme distilling companies 
for 15 days each on charges similar 
to those against Century. 


Mrs. Melrose Made 
Manager of WMBC 


Mrs. Edythe Melrose 


‘ tising Club of 
Fern 


has |leader in a 
WMBC, Detroit, 
Booth newspapers. 

Until recently, Mrs. 
manager of Station WJW, Akron, 
where she varied her activities by 
conducting a program as “The Lady 
of Charm.” 


operated by the |tising advisory 


Melrose was |of Maryland. 


Journalism Fraternity 
Announces Awards 


Chi, 
fraternity, 


new awards program in which both 
men journalism students and stu- 
dent newspapers in 42 
-ountry will com- 
the | pete for citations of excellence. 

|scheduling of a public hearing on | also 
held | medals for work done by 
in the United States in 1939, 


writing, 
Washington 
respondence and radio newswriting. 


Baltimore Advertising 
‘Men Made Advisers 


Thirteen members of the 
Baltimore, 
particular 
been named members of an 

council to lth 
lege of commerce of the University the 


Members of the council will lec- 
ture occasionally and help eliminate 
the gap between practical busine: 
und business te aching 


McKee & Albright Expands Joins * ‘This Week” 


‘List Seusiuns es 
NNPA Convention 


Col. Frank Knox, Chicago Daily 
News, will make the principal 
address at the convention of the 
National Newspaper Promotion 
Association to be held April 21-24 
at the Hotel Waldorf-Astoria, New 
York. 

Other speakers will be 
award | Howard, executive vice-president, 
Americans |R. H. Macy & Co.; D. E. Robinson, 
recog- | general manager and director of re- 
general re-|search, Federal Advertising Agency; 
foreign | Wilder Breckenridge, sales manager, 
cor- | Bureau of Advertising, American 
|; Newspaper Publishers Association; 
j}Lester M. Malitz, vice-president, 
| Warwick & Legler, and C. E. Mc- 
Kittrick, Eastern advertising man- 
ager, Chicago Tribune. 


professional 
with head- 
announces a 


colleges and 


William 
will 


Adver- | 


each a Plans Litho Exhibition 


field, have | Exhibits of lithography on both 
the col- | Paper and metal will be shown at 
annual exhibition of the Litho 


Club, Philadelphia, April 22-26. Wil- 
lliaam J. Stevens, a member of the 
|board of governors, is director of 
the exhibit 


Names Flagler A. M. 


Joseph C. Flagler has been ap- 

McKee & Albright, Inc., Phil: .del- | H. P. Houston, formerly Pacific | pointed advertising manager of the 
phia, has opened a Holly wood office | Coast representative of Pictorial Re-|Behr-Manning Corporation, Troy, 
to direct the new Rudy Vallee pro-| view and Hearst magazines, has|N. Y., maker of abrasives, and a 
gram for Sealtest, Inc. Herbert F.| joined This Week, covering coast |division of the Norton Company. H: 


Korholz is in charge. | territory. 


succeeds J. L. Sevensson 


Gollést with CBS 


Radio makes this better market a more profitable market 


Bove in the West have more money— 


make more money—spend more money 


than people anywhere else in America. 


But the West is an area of staggering 


distances... miles 


hundreds of between 


comfortable, prosperous communities .. . 
communities and markets that are often 
blocked from one another by high moun- 
tains and deep ravines. To sect this mighty 
market (mighty in distance and mighty in 
dollars) needs discretion... and econom- 


ical planning! 


Millions of people a 


. thousands of towns. 
‘lo sell them all, you must reach them all. 
And radio alone can do that at low cost. 
Only radio can scale all the mountains, leap 
all the ravines and enter all the homes* of 
all the West. And CBS in the West —the 
Columbia-Pacific Network — supplies the 


* To be exact 92.7% 


A DIVISION OF THE 


Radio Sales: New York « Chicago - 


von 


as 


is egy? 
y , 5 . aN 


power to reach all these people; the pro- 
grams to hold them. Columbia-Pacific to- 
day carries more sponsored quarter-hours 
of coast-to-coast network and regional 
business than any other Western network. 
These are the audience builders. Your pro- 
gram bracketed with these leaders means 
you get a bigger audience from the start. 

Ask your advertising agent about a low- 
cost Columbia-Pacific program to sell the 
West. 


vour one Big-City budget will permit you 


Find out how, on Columbia-Pacific, 


to carry your sales message into all of the 


West a 


in towns, on farms and on ranches! More 


.up and down the Coast, in cities, 


people listen to more “big time” programs 
on Columbia-Pacific than on any other 
Western network. They'll listen to your 


program, too. Listen and buy. 


COLUMBIA BROADCASTING SYSTEM 
Columbia Square, Los Angeles; Palace Hotel, San Francisco. Represented by 


Detroit - St. Louis - Charlotte, N. C. 
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First Ten Surveys 
of Newspapers 
Are Summarized 


Breckenridge Gives 
Results to Chicago 
Representatives 


Chicago, April 2.—While national 
advertisers have been able to reach 
men effectively through newspapers, 
their technique with women leaves 
something to be desired, according 
to Wilder Breckenridge, sales man- 
ager, Bureau of Advertising, Ameri- 
can Newspaper Publishers Associa- 
tion, who today gave a summary 
of the first ten newspaper surveys 
made by the Publication Research 
Service in an address before the 
Newspaper Representatives Associa- 
tion of Chicago. 

The medians presented by Mr. 
of the male subscribers read na- 
tional advertising, while only 50 per 
cent of the feminine readers are 
stopped by it. Local advertisers do 


better, reaching 65 per cent of the 
men and 92 per cent of the women. 
The median for department stores 
is 37 and 80; amusement advertis- 
ing, 43 and 60; classified advertis- 
ing, 29 and 40. For advertising as 
a whole, except classified, in these 
ten newspapers the score is 75 per 
cent of the men and 93 per cent of 
the women. 

While these figures do not com- 
pare favorably with some of those 
recorded for editorial features, Mr. 
Breckenridge asserted that they 
prove that the newspaper is the 


most effective and economical me- | 
country. | 


this 
basis of cost per line of 


dium available in 
Using a 


reaching 1,000 readers, he asserted | 


that newspapers can now advance 
and support some highly competi- 
tive claims. 

New Competitive Angle 


The summary for the ten news- 
papers indicated that only 36 per 
cent of male readers and 46 per cent 
of female read radio listings, Mr. 
Breckenridge said. The front pages 
of newspapers boast readership 
staggering in its proportions—97 per 


/cent of the men and 98 per cent of 
Breckenridge show that 65 per cent 


the women. Comics have a rating 
of 83 and 79 per cent and picture 
pages also rank high. Editorial and 
financial pages have comparatively 
low readership, according to this 


ADVERTISING AGE 


public at once. The results of the 
survey will be presented to agencies 
at a series of meetings in various 


compilation. The summary also in- 

dicates that position is virtually 

meaningless. Left-hand pages were 

found to be somewhat better read parts of the country. 

than right, and advertisements at 

the hallnes of the page rolled up BUREAU RELEASES 

| high records in some instances, de- | ELEVENTH SURVEY 

| pending ‘“‘on the way the advertiser New York, April 3.—The eleventh 

| uses the white space.” analysis in the “continuing study 

of newspaper readership,” covering 

the Daily Mail, Hagerstown, Md., 

was released this week by the Ad- 

vertising Research Foundation. The 

project is being conducted in co- 

and Standard Oil of Ohio. Ford | operation with the ANPA Bureau 

reached 54 per cent of male readers. |0f Advertising, with field studies 
Chesterfield led the parade with| handled by Publication Research 

/women, reaching 66 per cent to/| Service. 

qualify as the best read national| Tracing “reader traffic stops” for 

copy. both editorial and advertising ma- 


Ford Most Successful 
A Ford advertisement was the 
best read national copy so far as 
men are concerned, being followed 
in order by Chesterfield, Lincoln 


Crisco, Standard Oil of Ohio 
and Ford Motor also rated high with/|terial in the entire 20-page, Feb. 
| women. 13, 1940, issue of the newspaper, the 
Mr. Breckenridge warned his|study pursues the same procedure 
audience that care must be used in|followed in previous analyses in 
making comparisons. Both prod-|this series. The foundation also 
uct and the size of the space used|repeats its warning against in- 
must be alike in order to draw any |terpreting too literally the findings 
reasonable conclusions. | in any one study, urging that data 
Agencies are accepting the find-| be weighed only on a cumulative 
ings of the surveys with great en-|basis. It is the foundation’s inten- 
thusiasm, he added. The bureauj|tion to issue an interpretive an- 
did not wish to release the results| alysis of findings at the end of the 
until a larger number of news-/| 12th newspaper study. 
|papers had been surveyed, but de- General news and comics walked 
|mand from agencies was so insistent | off with readership honors, with 98 
that it decided to make its findings per cent of men and 99 per cent of 
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Sa business is good-Here’s why! 


kann 


na!..a $12,000,000 local industr 


Tourists -- with both time and money 


Ot Re ae 
Year ‘round farm income. 


rd My! 
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Titan 


exchange 
annually, 
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75,000 ci 


you should be in 


a i “a 
Diegans are go 


Member of Associated Weekly Magazine and Comic Sections Color Group 


Represented nationally by WEST-HOLLIDAY CO., Inc. 


New York «Chicago «Detroit - St. Louis» Seattle» Portland «San Francisco+Los Angeles 
SRE ES SS RES 


Just one ‘‘buy’’ covers Southern 
California’s 2¢ largest market, 
180,000 city and 94,000 county 


... If you're in Southern California, 


ai. SAN DIEGO 


s is good in San Diego because of diversi- 


fication of “new money” sources. Added to the local 


of dollars are (1) Navy payroll, $30,000,000 
(2) Aircraft manufacturing, $45,000,000 


backlog, which is $850 for every family in the city! 
(3) Fishing. Largest tuna canning and distributing point 
.S. (4) Tourists. A year‘round “industry.” 
Bigger in summer than in winter. (5) Agriculture, 
dairying, mining, $17,000,000 a year of new wealth 
from the soil. It’s a 100,000,000 market you should 
be cultivating. 


How to sell San Diego. Your No. | advertising buy 
is The San Diego Union and Tribune-Sun.. . 


rculation in a market of 78,3C0 homes. One 


consistent newspaper schedule does the complete job! 
. .. with dealer as well as consumer influence. Spend 
your dollars where business is good right now, and is 
going to stay good all during 1940! 


TRY OUT! 


« « « San Diego is an ideal test 
Isolated! 100 miles to 
nearest big city. A metropolitan 
market, but not too costly for a 
test. Real merchandising co- 
operation from a staff that knows 
how. Get 
National Representatives for 
detailed help on your problem. 


market. 


The San Diego 


in touch with our 


April 8, 1949 
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women interviewed having 
something on Page 1, and 89 pe» 
‘cent of both sexes having reaq . 
comic. Eighty-two per cent of » 
and 91 per cent of women read 
| some advertising in the issue 
| Breaking down advertising furth 
| the study shows that 68 per cent of 
|men and 74 per cent of women reag 
some national advertising, and 74 
per cent of men and 88 per cent of 
|} women some local copy. 


National Copy Ratings 


Top readership rating for nationa} 
advertising went to Johnson ¢ 
Johnson, with a 795-line advertise. 
ment on Page 3 featuring Red Cross 
bandages. Fifty per cent of men 
and 66 per cent of women saw the 
copy. A 795-line layout for Cime!] 
cigarettes, featuring the Byrd «nr. 
arctic expedition, drew a rating of 
| 32 per cent for men and 26 per cent 
| for women. Two smaller advertise. 
|ments were also credited with rela- 
| tively high readership—an 81-line 
layout for Wilson whiskey on Page 
| 2, and a 200-line Packard layout on 
Page 3. 

| The study revealed that no |ocaj 
|advertisement secured a rating as 
| high as the top national ad. Bes 
readership was reported for Miller's 
radio store, with 39 per cent of men 
and 41 per cent of women having 
read the 1,135-line insertion. An 
interesting sidelight on the local 
copy was noted in two advertise- 
ments which tied in with “Gone 
|With the Wind,” which was being 
{shown in Hagerstown at the time 
|the survey was made. Hotel Alex- 
ander, with an 84-line ad featur- 
ing a “Scarlet O’Hara cocktail 

seen by 11 per cent of men and 27 
per cent of women; and Maidstone, 
Inc., furniture, scored with 16 per 
icent of men and 54 per cent of 
women with a 462-line ad offering 
to “Show You How to Take ‘Gone 
With the Wind’ Home.” 

Other studies to be released 
shortly will cover the Call, Allen- 
itown, Pa.: Herald, Rutland, Vt.: 
Gazette, Worcester, Mass.; and 
Leader, Manchester, N. H. 


ae 


Robert E. Martin, Inc., 


Allen Morris to Merge 


| Robert E. Martin, Inc., and Allen 
| Morris, advertising and public rela- 
tions counsellors of Atlanta, G 
will merge their offices in the Vol- 
j}unteer bldg. Don C. Lowe has been 
appointed production 
the Martin company. 

Mr. Morris has resigned as adver- 
tising manager of Haverty Furni- 
ture Company’s chain of store 
establish his own offices. 


en 
‘Plan Fortnightly Issue 


| Publishers of Telephone Engincer 
| Chicago, which is issued the 15 
of each month, announce a new 
publication, Fortnightly Telephon 
Engineer, to appear the first d: 
every month beginning July | 


| Perry Heads WCAX 
Howard J. Perry, formerly 
mercial manager of Station WTAG, 
Worcester, Mass., has beeen } 
| pointed manager of Station WCAX, 
| Furlington, Vt. 
| 
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GET OUR Droge 


| CATALOG TO SEE 


. Ever Ready LABEL Corporation 
' 141-8 East 25th Street 
' Mew York MY 


‘ FREE CATALOG, pleas: 


Neme Title 
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Appellate Court : Taylor Advanced Stanton Shifts Barber to Callaway Englander Appoints 


Herbert B. Taylor, assistant ad- George Stanton, formerly assist- Harold F. Barber, former presi- Englander Spring Bed Company, 

vertising and sales promotion man-|ant space buyer for Blackett-Sam- dent of the Advertising Club of Brooklyn, has appointed M. H. 

e ager for Northwestern Yeast Com- | ple-Hummert, Inc., and previously |Boston and the Northeastern Coun- | Hackett, New York, to handle ad- 
rbids Arrests pany, Chicago, has been advanced to | with the Chicago office of J. Walter cil of the Four A’s. and head of the | v rtising of its sleeping equipment. 
0 advertising and sales manager. He | Thompson Company, has joined the 'J. W. Barber Age ney, Boston, A campaign for a new mattress, the 
has been with the company 30 | Chicago office of McCann-Erickson, founded by his father in 1866, has! Walkerest “Mattress of Tomorrow.” 


‘ Yy 7 C years. | Inc. joined Callaway Associates, Boston. is being planned. 
inN. Y. Fag Case — 7 - 7 


| Bode Joins Agency Criddle to Foreman Joins Cramer- Krasselt Lacy Joins Hutchins 
New York, April 2.—The rout of John N. Bode, advertising and| Robert W. Criddle, formerly with Ed Bowers, formerly head of copy William Lacy, formerly with the 
the city’s “anti-smuggling” authori- sales promotion manager, Wheary |General Outdoor Advertising Com- and radio in the Chicago office of | Jack Knabb Advertising Company, 


ties was virtually completed here Trunk Company, Racine, Wis., has | pany and vice-president of Outdoor |N. W. Ayer & Son, Inc., and more | Rochester, N. Y.. has become a 
1 when the appellate court resigned to join the service staff of Advertising, Inc., will join the New | recently copy consultant in Chicago,| member of the copy staff of Hutch- 
endered a unanimous decision for- Scott-Telander, Milwaukee adver- | York office of the Foreman Com- has joined the copy staff of Cramer-|ins Advertising Company, Roch- 
‘ding city officials to arrest indi- tising agency. pany, radio representative, April 15. Krasselt C omnge iny, Milwaukee ester. 
iduals who import tax-free cigar- . . EK... ; 
‘tice trom New Jersey for personal Lake George Okays Drive Costello in New Post Named Art Director Appoints Kopmeyer 
r household use. Voters of Lake George, N. Y.,| Ned Costello of the Katz Agency, Allen Ballsieper has been ap- Kentucky Macaroni Company, 
Whether the decision will affect have approved a $3,000 appropria- | Inc., has joined the New York office pointed art director of the Fred- Louisville, has appointed M R 
‘he activities of Joseph M. Aimee, tion for Chamber of Commerce }of O’Mara & Ormsbee, Inc., news- erick C. Schnake Advertising Ag- Kopmeyer Company, Louisville, to 
jef of the city cigarette tax en- advertising and promotional work. | paper representative. ency, Milwaukee handle 
forcement division, could not be 
earned. He has arrested scores of 
people and obtained numerous con- re" | 
ictions in magistrate’s court for 
ileged violations of the city law. 
Mr. Aimee declared in court re- 
ently that even an _ unfavorable 
jecision such as the one handed 
iown today would not stop him. 
He said that it would take a higher 
ourt decision to put an end to his 
efforts 
Today’s decision reversed a con- 
iction handed down by a city mag- 
trate against Ruth Anderson, who 
vas found guilty of “smuggling” 
nd fined $25 for importing 16 car- 
tons of cigarettes from Jersey for 
er own use and that of her brother. 


toda) 


its advertising. 


Ruling of Court 


ourt ruled that the local law 
pplies solely to the commercial 
mportation of cigarettes and could 
not be used against individuals who 
ave three cents a package by buy- 
ng smokes across the river, and 
that a sale or resale would have to 
e made to constitute an individual 
dealer under the law. 
Inasmuch as the only difference 
etween the Anderson case and that 
being brought by ADVERTISING AGE 
connection with the arrest of 
Kenneth C. Crain, of its New York 
taff, was that Miss Anderson pur- 
ased 16 cartons and Mr. Crain 
three, the city appears to be left 
thout a leg to stand on in its 
rosecution of Mr. Crain. 


Set Hearing for April 15 


His hearing is slated for April 15, 
ng been postponed numerous 
umes at the city’s insistence. To- 
y's decision and admission by the 
rporation counsel in its brief filed 
the Anderson case that the city 

s powerless to prevent New York- 
ers from buying their own cigar- 
ettes in Jersey appear to leave the 
ty no other course except to dis- 

Ss Charges. 

Whether or not Mr. Aimee con- 
unues to arrest individuals, the 
cause celebre’” will be definitely 
ended on July 1. At its closing 
ession Saturday night, the state 


egislature passed a bill revoking 
the city council’s right to levy a| 00 easy. for. wor 5 Y 
cigarette tax. The bill was promptly 


igned by Governor Herbert H. 
Lehman. 


Product identification—requisite 


for self-service merchandising 
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UTDOOR DVERTISING - eairehorne 


National Sales Representative of the Outdoor Industry © © 
60 East 42nd Street, New York City 
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KAUFMANN & FABRY CO. | 


TELEPHONE + HARRISON 3135 
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Measuring Tourist Promotion 
Results 


In view of the large sums 
being 


now /it is handled in rather 
than primary That is, a 
visitor attracted to Florida, for ex- 
ample, might spend his time out- 
side the municipal area responsible 
for the promotion, so that while it 
benefits from the business, it may 
not be able to record it. 

Greater cooperation among. all 
of the factors interested in tourist 
business is needed better 
job of measuring and evaluating 
the number of visitors and their 
total expenditures. All of the 
transportation companies, oil and 
gas companies, hotels, tourist 
camps, retailers and others who di- 
rectly supply tourist needs should 
appearing represents taxpayers’ |be interested in furnishing infor- 
money. The whole community is|mation regarding their operations, 
often taxed—properly, we believe—|as a means of gauging the result of 
for this type of community develop- |community promotion activities. 
ment work, and it is therefore en- The tourist field is growing rap- 
titled to an exact accounting of |idly, and those communities which 
what it receives for the expendi-|are advertising for their share of 
ture. the expanding tourist dollar are 

The job consists both of measur-|eager to increase their efforts just 
ing the number of visitors who are|as rapidly as results justify. Busi- 
entertained and their approximate | ness in general immediately reflects 
expenditures, based on the average |the success of campaigns of this 
length of stay. It is admitted that|character, but even more specific 
this offers difficulties, first because | information, stated in terms which 
such a large percentage of tourist |the whole community can under- 
business is represented by motor | stand, will set the stage for a per- 
traffic, and second because much of | manent promotion policy. 


How Not to Sell Advertising 


Here is an incident which is re- | that he hoped the = advertising 
ported not for the purpose of criti- | would be successful enough to jus- 
cizing individual sales methods, but | tify inclusion of his medium would 
rather to point a moral for the ad- | get an next 
vertising field as a whole. 

A well - known manufacturer 
brought out a new product and as a 


secondary 


spent for advertising for areas 


tourist business, it is interesting to 
note that in most cases inadequate 
results 
Of course, in- 


facilities for measuring 
have been provided. 
quiries from 
corded, and 
encourage 


advertising are re- 
tourist centers 
registration by visitors, 
but ordinarily this provides only a 
smal] cross-section of the total 
number who enter the area for 
other than business purposes. 

The importance of providing a 
real yardstick for tourist business 
is evident when it is remembered 
that much of the advertising now 


some 


to do a 


order—not year, but 
right now! 


merit this reward for a helpful and 


constructive approach to something 


res entered a new field. ecause 
ee — - yee Because which we have undertaken in his 
immediate sales possibilities were . 
. , I - . | particular field. 
limited, though the potential is 


“T regret to say 
attitude time 
ago, I haven't yet found it neces- 
sary to look around for 
with 


great, the advertising to that field 
was confined to one publication, se- 
lected by the advertiser and his 
agency as representing at least a 
good initial approach to the market. 
Let the advertising manager tell medium. I am still hearing that 
the sequel: our judgment in the 
“Since the campaign broke,” he media is lousy and that we are sure 
said, “I have been called on by | to be disappointed in our advertis- 
about twenty representatives of |ing to this important section of our 
competing publications. In each | market. 
case I have been told that I have “Maybe we will be, and I am 
made a terrible mistake and that} willing to admit that all of this con- 
my choice of a medium in which to | versation has rather soured me on 
initiate our campaign is wrong on | the field as a whole. But sales re- 
all counts. sults so far have been satisfactory, 
“This happened so regularly that }and perhaps, in spite of all the rep- 
I made a mental resolve that the | resentatives cz 
first man who told me that he was | may have to expand this advertis- 
glad I had entered his market and | ing into their books next year.” 


was adopted 


some 


the money 
which to buy an 


selection of 


I decided that he would | 


that though this | 


additional | 


“SHARPS AND FLATS" 


= ‘ae cok May! as. 


—Collier’s 


iemenent 


Ad-libbing 


| The Super-Colossal Movies 


If advertising is as blatant and 
bawdy as its critics sometimes 
allege, there may be a reason. Most 
advertising must appeal to the mass 
mind. And this collective entity is 
not always what it should be, if one 
is to judge by the motion pictures 

which must appeal to the 
mass mind. We aren’t assailing the 
undeniable and varied talent that 
exists in Hollywood or passing the 
burden of defense to that universe. 
We’re simply reporting what con- 
ifronted an average man _ who 
| thought he might visit the neigh- 
borhood movie and picked up the 
paper to make his selection. 

The bargains and combination 


also 


borhood houses now are amazing 
and would certainly have startled 
Shakespeare who once wrote, “The 
play’s the thing.” Not any more, it 
isn’t. 

One house advertises, “Hurry! 
Last day for your encyclopedias.” 
They come with “Raffles” and “Re- 
member the Night.” Another, more 
vaguely, features “Gifts” along with 
these pictures, “Oh, Johnny, Oh,” 
and “Inspector Hornleigh on a Holi- 
day.” 

Stemware was offered along with 
“Oh, Johnny” and “Kid Nighting- 
gale.” Still another presented a 
more complex situation. Two pic- 
tures ran the gamut: “Intermezzo” 
jand “East Side Kids.” Big draw 
|of the evening, however, was “Vols. 
11-15 of Encyclopedia; Vols. 1-5 Dic- 
tionary, and last chance for Vol. 1 
Dictionary.” 
the customer has to cart these books 
home himself.) 
| Another enterprising theater of- 
fered glassware with such added 
entertainment as “City of Chance” 
land “Joe and Ethel Turp Call on 
the President.” 

A theater in another section of 
jtown has apparently found its pa- 
| trons more jaded than average and 
is doing everything possible to whip 
up their interest Its combination 
Iwas “Marihuana,” “March of 
Crime,” showing an actual electro- 
cution, and “Stronger Than Desire?” 
And, oh yes, ovenware 

Biggest bargain of all (15 cents 
ito 6:30 p. m.) was this combina- 
ition: “Moonlight Sonata,” “Mimi,” 
“Village Barn Dance,” “Ferdinand 
| the Bull,” “Aghileen Pinnacles” and 

“News.” That “pinnacles” thing 
| sounds intriguing. 
| This is just a sample But if 
|statistics showing that the average 
|fan goes to the movies three times 
la week are right, it seems obvious 
that every home will soon have a 
| dictionary, several sets of encyclo- 
pedias and heaven only knows how 
much stemware, ovenware and 

glassware—all of which articles can 
permeate ably be used for throwing 
necessary. 


| 


| 


(It’s understood that | 


| with 


Jewel Tea Celebrates 

Jewel Tea Company has done a 
handsome job in a new booklet 
titled ‘“‘Pleasing Mrs. Brown” 
is being sent to stockholders, em- 
ployes and other friends of the com- 
pany. It commemorates the com- 
pany’s 40th anniversary and tells— 
pictures and charts galore— 
what has happened since Frank V. 


Skiff and Frank P. Ross opened 
their first small store in Chicago. 


That the advertising, public rela- 
tions and employe policies adopted 
by Jewel since its earliest years 
have been successful is evidenced in 
the all-time high record 
reached in 1939. 


sales 


bargains you can get at the neigh- | Uncensored News from London 


Despite the rumored severity of 
the censor’s scissor and pencil off 
the Fleet street barracks, Lord & 
Thomas was able to release a photo- 
graph sent them by their London 
office, demonstrating that acquisi- 
tion of new accounts abroad by L&T 
is news there as well as in the USA. 
Appointment of the agency’s Lon- 
don office by Electrical and Musical 
Industries, Ltd., (the British RCA) 
was considered important enough 
to warrant space on those posters 
decorating London newsstands. Also 
relevant, to us, is that the photo- 


| graph sent out by L&T, showing the 
posters announcing the acquisition 


of the account with other posters 
announcing such items as “BRITISH 
PLANES IN FINN’ BATTLE,” 


showed that two other trade papers 
had poster space. These were Ship- 
ping and World Press News. The 
L&T announcement appeared on an 
Advertisers Weekly poster 


Complaint Department 

For the past several seasons life 
insurance companies have sought to 
make their prospects think 
death than of living well in thei 
old age What was our surprise 
then to open a copy of Business 
Week and to find the 95th annual 
statement of the New York Life 
Insurance Company staring us in the 
face, in type so funereally black and 
somber as to be completely depress- 
ing. These financial statements are 
necessary items, but many compa- 
nies have seen fit to brighten them 
up as much as possible. Why not 
this one? Especially one where 
assets amount to a paltry $2,762,- 
278,482.90 


Jottings 

Just-in-Case-You-Care Depart- 
ment: Patricia Plunkett, “rated as 
the number one debutante of the 
year, has been added to the staff 


|of Hal A. Salzman and Associates, 
| New York. as consultant.” Miss 
Plunkett’s services will be avail- 


if | tion 


able “to manufacturers in connec- 
with the promotion of mer- 
chandise sold to young women.” 


which | 


less of | 


ee 


Information 
for 
Advertisers 


The following documents may pe 
secured without charge from com. 
panies sponsoring them, or th rough 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agency 


| 


executive writing on his business 
letterhead. 
No. 1613. Consumer Analysis of 
the Greater Milwaukee Market. 
This is the 17th annual edition of 
The Milwaukee Journal’s survey of 


consumer buying habits. It dis. 
cusses purchase, use and owne: ship 
of products, and tabulates prefer. 
ences for leading brands in ny. 
merous classifications, as well as 
dealer distribution in the Greater 
Milwaukee market. 


No. 1608. Facts in Food and Gro. 
cery Distribution—1940. 


The Progressive Grocer has issued 
this booklet of facts based on the 
publication’s tenth annual survey 
of food distribution. It contains 
tables of principal food and grocery 
trade statistics, a review of the past 
year’s distribution trends, and facts 
about The Progressive Grocer and 
its position in the food-selling pic- 
ture. 


No. 1609. Techniques in Transpor- 
tation Advertising. 

Users of transportation advertis- 
ing have contributed to make this 
brochure, issued by Barron G. Col- 
lier, Inc., an interesting source of 
ideas. Many different techniques 
are discussed, with examples illus- 
trating the points. 


No. 1610. The Greatest 
Selling Force in the 
Jewish Market. 

The Jewish Examiner, Brooklyn, 
N. Y., has issued this study of the 
market it serves. The booklet con- 
tains a circulation breakdown, facts 
about the paper’s editorial program 
and reader response. 


|No. 1598. The Tourist Must Eat, 
Too. 


In this new folder, Tourist Court 
Journal tells about the market for 
foods and equipment provided by 
the 9,400 tourist court cafes and 
coffee shops which feed 480,340 
customers a day. In addition to 
statistics on the operation of these 
eating places, and a list of items 
purchased by them, the folder tells 
about the Journal’s three-part mer- 
chandising program. 


Single 
Anglo- 


No. 1583. Providence Market Data 


The Providence Journal-Bulletin 
has issued this data book on Rhode 
Island and the Providence market 
dealing with people, homes, income, 
manufacturing, etc. There is 4 
breakdown of newspaper coverage, 
and a reader survey with graphs 
| showing reader interest, page by 
| page, for specified issues of the 
Sunday Journal and evening Bul- 
letin. 


|No. 1594. 
ket. 
This brochure, prepared by John 
W. Cullen Company, tells all about 
the Ohio Select List of non-metro- 
politan newspapers. It covers poP- 
ulation, sales, and farming and in- 
dustrial activity for the state 2% 4 
whole, and then gives the Ohio Se 
lect List’s markets alphabetically, 
page by page, with maps and dat 
on the newspaper in each areé 
Available without charge only “ 


Ohio’s Small City Mar- 


national advertisers and recognizee 
advertising agencies. 
No. 1603. Good Grooming 

1s 


Woman’s Home Compan)" ™ 
|issued Reader-Editor Report N°. °? 
in which the magazine's ar 
adviser group answers nu! 
questions on the subjects ©! 
ness and good grooming 
concerning bathing habits, 
the face, manicuring, s! 


and other feminine nice! 
tabulated, with details of fr 
of product’s use, as well 
why’s and why-not’s 
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‘Cony Advertising | 
Voted Myth in 
Art Center Debate 


Chicago, April 1—The “corny ad- 
vertising’ legend was at least par- 
tially demolished Thursday night 
when more than 300 Chicago adver- 
‘ising men attending a debate at Art 
Center, Chicago, voted in favor of 
the negative side of the proposition 
that “The advertising profession is 
not making proper use of the bene- 
ats of design, color science and psy- | 
chology and fine art.” 

The affirmative was presented by 
Dale Nichols, nationally known 
painter and designer and newly ap- 
pointed professor of fine arts at the 
University of Illinois, and by Glenn 
Price, artist and designer, and for- 
mer art director, U. S. Gypsum 
Company. The negative was upheld | 
by Charles H. Magers, layout direc- | 
tor, Montgomery Ward & Co., and | 
president-elect, Art Directors’ Club | 
of Chicago, and by Edwin W. Krau- | 
ter, sales manager, Montgomery 
Ward & Co. 

The affirmative declared that | 
while every product of industry has 
been greatly improved during the 
last 20 years, advertising layout and 
design have remained static. In | 
support of this theory, Mr. Nichols 
displayed national advertisements 
dating from 1912 to the present, as- 
serting that they are remarkably 
similar in design. 


Raps Childish Appeals 


He asserted that the creative in- 
stincts of artists and designers are 
ruthlessly suppressed by buyers of | 
advertising, hence many color ad- 
vertisements defy all accepted rules 
of harmony. He concluded with the 
statement that many advertisers are 
still directing their appeals to a com- 
posite reader possessing the mind of 
a 14-year-old child. 

The negative insisted that adver- 
tising sells goods by employing 
basic human appeals and that de- 
sign, or beauty, is one of the least 
important of these attributes. Mr. 
Krauter said that huge sums are 
being spent in experimental art and 
layout. Mr. Magers listed some of 
the famous names whose art is ap- 
pearing in current advertising and 
suggested that artists cooperate with 
advertising managers in their en- 
deavor to secure wider acceptance 
of good design. 

An open discussion followed the 
debate and James A. Shanahan, art 
director, D. F. Keller Company, was 
obligated to call a halt when it grew 
too heated. Ballots were circulated, 
and the negative team was voted 
t nner by a wide margin. 


Kraft Promotes Velveeta 


Suggesting substitution of cheese 
or t slim wartime butter ration, 
Kraft Cheese Company, of Great 
aritain, is using national, Scottish 
rovincial newspapers in a 
impaign for Velveeta cheese. The 
“ndon office of J. Walter Thomp- 
on Company handles the account 


Opens Advertiser Service 
,, Offering complete direct mail 
faciiit Advertisers Production 
has begun operations in 
with printing and litho- 
gray plant at 3334 W. Franklin 
Sulevard and letter service and 

plant at 343 S. Dearborn 


Ser 


ty 


Appoints Rumrill 


i elain Insulato Company. 
. N. Y., has appointed Charles 
— imrill Advertising Agency. 
a ter, N. Y., to handle its ac- 


Electrical trade papers will 

The agency has installed 

..enotographic studio in charge of 
m Pell. 


; 
a 


Thorsen to McCann 
re ry J. Thorsen has joined Mc- 
“rickson, Inc., Chicago, as ac- 


+ ervice manager. Norman 
~. formerly with Macfadden 
ns, has joined the agency 


- tant account manager. Mr. 
was formerly with Reincke- 
unggreen & Finn, Chicago. 


MEMF HIS 
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“pIT BUREAU oF CIRC 


Year after year, Advertising comes closer to 
being “ predictable’’— because the predetermi- 
nation of Consumer Response is the continu- 
ing target of Research. 


Studies, showing the number of readers of 
certain pages, features and advertisements are 
one development. Reader preferences for spe- 
cific copy appeals—eye-movement on adver- 
tising pages—suburban train checks —news- 
stands sales counts — all have value. But, prac- 
tically every recent research has had to do 
with QUANTITY. Whereas, the advertiser 
really MUST know the BUY-VALUE of 
circulation before he can invest soundly. And 
this calls for QUALITATIVE analysis. 


Because of the complexities of the New York 
Market, it appeared unlikely that any news- 
paper's readership (Morning OR Evening) 
could or would be measured in absolute 
terms of “WHO? WHERE? WHAT BUY- 
ABILITY?” 


Now, a New York daily has done just that. 
And the answer stems from inspired, method- 
ical research—a two years’ project corrobo- 
rated by America’s best-known research 
organizations. 

ne be 


Here in New York, home-delivered news- 
papers are the exception; here, the newsstand 
is the outlet. Yet newsstand sales, alone, are 
a false index—since the paper bought at a 
given stand may be (most frequently IS!) 
carried miles from point-of-purchase and read 
en route to or from work . . . and, if an eve- 
ning paper, it is then carried into the home for 


all-family reading. 
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This NEWS will Quicken Your Pulse! 


Today, the New York World-Telegram offers 
advertisers a clear and definitive picture of its 
readership: a block-by-block “census” based 
on a known 40 per cent of its circulation, 
located according to street addresses .. . with 
World-Telegram findings corroborated by 
highly regarded research companies. 


Out of this comes a gauge for measuring the 
buying potential of each buying-stratum of 
the World-Telegram’'s readers...a Pattern 
to apply to the scientific selling of any product 
which may be advertised. 


To advertisers and agencies this great re- 
search result is now being shown; it is pre- 
sented to logically develop a new, basic meas- 
urement of newspaper coverage—and the 
World-Telegram Pattern which enables the 
New York Market advertiser to invest in the 
precise reader-groups known to qualify as to 
BUY-ABILITY of products in any of the 
several price ranges. 
7. oe 


This is the first advertisement of a series to 
appear in these pages; subsequent copy will 
show representative World-Telegram reader- 
families and this newspaper's coverage of the 
many cities-within-the-City which comprise 
the New York Market. As these pages appear, 
advertisers and advertising agency principals 
will sense the drama of this unique World- 
Telegram research which provides a new tool 
for scientific circulation measurement... and, 
as a practical result, offers an unchallengeable 
Pattern by which advertising may be planned 
to reach this qualified segment of the New 
York area's BUY-ABLE families. 


scripps-Howard Newspaper 


World- lelegram 
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Fairbanks, Morse 
Turns on Heat 
in Stoker Drive 


Dramatic Presentation 
Given to Distributors 
and Dealers 


Chicago, April 3 Fairbanks, 
Morse & Co., Chicago, concluded its 
sixth annual stoker convention here 


today after 
distributors 
of the 
most 


revealing to some 400 
and dealers from most 
United States and Canada the 
formidable stoker promotion 
campaign it has ever attempted. 


The marked showmanship of the 
various presentations reflected in 
large measure the ability of H. L. 


Bilsborough, 
division, 
prosaic 


manager of the stoker 
to dramatize even the most 
steps in the process of get- 
ting stokers from the production 
line into the homes of consumers. 
Nothing on the week’s program 
better revealed this talent for color- 
ful presentation than the revelation 
of the year’s sales and promotion 
program. As presiding officer, Mr. 


Bilsborough first keyed the program 


to the all-important sales angle 
when a telephone at his right hand 
rang. An imaginary distributor on 
the other end of the wire was put- 
ting in his order for F-M stokers 
and it was a handsome order, of 
course, made even more so by Mr. 
3ilsborough’s suggestion that by 
adding a few more it would be a 
carload with consequent saving in 


shipping charges. 
Showmanship Is Injected 

The telephone device continued in 
evidence when Mr. Bilsborough 
called Harry Neal Baum, 
vertising manager, and 
Decker, executive vice-president, 
Henri, Hurst, McDonald, the com- 
pany’s agency, for a conference on 


the stoker sales and promotion pro- | 


gram. The act was punctuated with 
a plentiful supply of informality to 
enhance its realism. 
placed on the quality of the F-M 
product and a sales and promotion 
program was ordered to conform 
with it. 

With a card to indicate an interim 
of three weeks, Mr. Bilsborough, 
Mr. Baum and Mr. Decker again 
came together to confer on the pro- 
gram which the advertising depart- 
ment and the agency had mean- 
|while prépared. With the manager 
of the stoker division leading the 


F-M ad- | 
Arthur L. | 


Emphasis was | 


with questions and observa- 
tions, Mr. Baum went through the 
entire program step by step, ably 
seconded by Mr. Decker. The repe- 
tition gag of professional humorists 
used to drive home the sale 
terms of “No money down, as long 
as 36 months to pay.” As every 
advertisement and mailing piece 


way 


Was 


was presented by Mr. Baum, Mr. 
Decker would break in with a 
pointed remark to Mr. Bilsborough 


that the terms were 
displayed, with Mr. Bilsborough re- 
peating the wording each time. The 
increasing crescendo of laughs from 
the audience testified to the effec- 
tiveness of the device. 

Mr. Baum then was left to explain 
the entire program, detail by detail, 
direct to the distributors and deal- 
He was assisted in this by 
huge panels picturing each adver- 
| tising piece with a spotlighted stage 
in the background on which was 
placed one of the more colorful 
F-M stokers. 


Result of Experience 


prominently 


ers. 


Explaining that each of these 
advertising pieces was not what 
some individual liked but was what 
had been proved by experience to 
| be sound selling material, Mr. Baum 
began with enlarged samples of 
advertisements to appear in national 
publications. The automatic oper- 


WOOD ENGRAVING 


Au age old art with a mode slaut 


Wood cuts do have a place in modern 
advertising. As a medium for showing 
detail wood cuts reign supreme. There 
are many advantages in using wood 
cuts. They print on any kind of paper. 
You don’t need to worry about expen- 
sive photographs or re-touching. 
Wood cuts can be made direct from 
the merchandise or copy and retain 


every tone value from highlights to 


PHOTO-ENGRAVERS 


ait 2 


S APPARATUS CO. 


tubing 


shadow. The softness of a piece of 
the hardness of metal 

shadow —detail. It's all there! Our 
completely equipped wood engrav- 
ing department managed by men with 
a quarter century's experience in this 
medium is at your service. Our wood 
cut department is only one unit of a 
complete plant for the making of print- 


ing plates in every known medium. 


IN EVERY KNOWN MEDIUM 


light 


WALLACE-MILLER COMPANY 
466 WEST SUPERIOR STREET 


CHICAGO 


lation of the 
|omy, 


| features stressed in the 
| with special emphasis on the 


| gressive 


| June. 
| factory 


—— 


FAIRBANKS, MORSE "TURNS ON THE HEAT" 


See Your 


FAIRBANKS- MORSE 


Dealer! 


FOR THIS NEW STOKER 
with STOK-O-LITE 


| 
Bias die eaher ead you will kaow And now 


(earete 8 ture-5 


J by people are buyrog 
©, wheck os incresy 
Ae whee eabere 


oy Morse Astomianr ( 
aft 


ag fesrer (Rae mow ele 

The Ferbeoke ime 
ool Rurner gives 
heeithivi and eco 
Hing wo Baor 


clean, weedy, 
& nomial beat from ce 
you with ach depend 
Y S spine + you simou forge: there «+ 
| such « ching a8 2 heating probdlere 


bp NO DOWN | 
bie PAYMENT. 


Morse bas @ 


AS MUCH AS 
36 monTHs TO PAY 


“Tuan of Your Pre, cree 


”" 
only bow 
« 


Recavse Fairbanks Morse makes qualuy stohers 


+ you con own one for a surpri 
et che lacts! tse coupoe for mame of seer 
¢ bookle: “Live a 6 


FAIRBANKS @ MORSE 


AUTOMATIC COAL BURNERS 


Samples of national advertising which Fairbanks, 


in its 1940 stoker campaign, 


mtort 


another oew, big fee 
TOK-O-LITE Should the 
ctreay go of — it for any reason 
woker us preveored fram sere 
ong yuu, the litte red glow lamp of 
the (bermovtat wares you inwensly 
~hetore the bowse gers cold. STOR 
OMLITE os the biggest feature of he 
year ia mokers. Cnty fetrhanke 


Morse & Company will use 


revealed to dealers and distributors last week at 


a six-day meeting in Chicago. 


F-M 
its comfort, 
its safety are some 


stoker, its econ- 
its healthfulness, 
of the important 
advertising, 
“stok- 
olite” which flashes a warning if 
the stoker fails to function properly. 
First copy will appear in Pro- 
Farmer for April, May and 
Those who have had unsatis- 
experiences with their do- 
mestic heating arrangements during 
the past winter and may be con- 
templating a change will be the 
particular targets of copy to appear 
in the June Better Homes & Gar- 
dens. The real interest in heating 
plans doesn’t reach its peak until 
late summer and early fall and it 
is then that F-M stoker copy 
really “turn on the heat.” 
Copy is scheduled for August 
September American Home 
American Magazine; September 


and 
and 
and 


October Better Homes & Gardens: 
Aug. 17, Sept. 7, 21 and Oct. 12 
Collier’s; Aug. 24, Sept. 14, 28 and 
Oct. 19 Liberty. 


advertise- 
a coupon on which to 
booklets on automatic 


Each of these national 
ments carries 
request free 


jare 
| campaign. 


will | 


is entitled “We the Owners Say” 
jand contains signed testimor 

another 16-page booklet, 5 by 7 
inches, in two colors, entitled “Live 


in Comfort,” tells the story of F-M 
stokers in detail; the third 
is a 314 by 6-inch pamphlet of ques- 
tions and answers on the F-M 
stoker. 

Three direct mail campaigns \y 
outlined briefly by Mr. Baum. I: 
each case the dealer sends i: 


bookle 


|mailing list and the mailing piec 


are sent out with the dealer’ 
print, at a nominal charge. Ther 
three mailing in ¢ 
One campaign is fo 
bituminous domestic market, 
other for the anthracite 
market and a third for 
minous industrial market 
commercial buildings 
ments. 

Other dealer helps revealed b) 
Mr. Baum included newspaper mats 
envelope enclosures, comme 
bulletins on stokers for comm: 
buildings and apartments, gen 
catalog in two colors, a 16-pagi 
letin called the “visualizer,” 


pieces 


dome 

the bitu- 
, Meaning 
and _ apart- 


coal burner heat. Three booklets tical device called “TruVue,.” 
are available for these requests’ size stoker floor plan, sign 
one with 24 pages, 5 by 7 inches. decaleomanias 

(7 awe FF AsBoOouUrT BAtLTIM OR €) 


RESERVE spending 
power in Baltimore: 


One-third of the Bank Deposits 


of $669,976,836.00 is in Mutual Savings Banks! 


More than two hundred million 
dollars is lying in the savings 
Those de- 
their 


| banks of Baltimore. 
positors can draw out 
money any time they want 
and they do draw it out when 
they want to buy something 
Your advertis- 
* spend- 
ing power into actual sales! 


badly enough. 


ing can turn “‘reserve 


Make your advertising investment °° 
growing morket. Use Baltimore's ‘frst 
choice'’ radio station. 


WFBR 


BALTIMORE 
National Representatives 


EDWARD PETRY & COMPANY 


—«, 


* ON THE NBC 


RED NETWORK 
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Price Juggling 
by Chain Alleged 


at Patman Hearing 


‘ashington, D. C., April 4— 
Charges that loss leaders are really 
not leaders and that they result 


i! » saving to consumers were 
made to the ways and means sub- 
ttee holding hearings on the 


Gemugnes anes Black 


Robert H. Graupner, Inc., Harris- 
burg, Pa., brewer, has named W. L. 


Black Advertising Agency, Reading, 
Pa., to handle its account. News- 
papers, outdoor and radio will be 
| used 
Elected to ANA 

Investors Syndicate, Minneapolis, 


Pat: an chain store tax measure 
Monday. 

’ 4 death warrant for the bill was | 
read Wednesday, however, in the 


fol ff a letter from Secretary of 
Agriculture Wallace, 
» in behalf of his department 
the administration. Mr. 
said that the Patman bill 
“ould discourage and prevent” ef- 
acient marketing of food, which is 


na ve 


Ww e 
se 


required by sound public policy. 
George Schulte, owner and pub- 
lisher of the Interstate Merchant, 
read a letter of instructions to man- 
agers of the Kroger Grocery and | 
Baking Company into the record. 
The letter stated that when the 
price of one commodity was re- 


duced the price of another must be 
raised by an amount sufficient to 
offset the reduction. Schulte told 
the committee that such a situation 

in no saving to consumers 
whole on articles purchased 
through chain stores. 


resuit 


as a 


Discusses Price Policy 


The witness told the 


opposing its | 


committee | 


that chain operations have forced | 


independent merchants to combine 
for the purpose of advertising. 
Through cooperative efforts, he tes- 
ed, independents are able to pur- 
hase large amounts of space in the 
daily newspapers. Other- 
wise, they are at the mercy of large 
groups. 
Mr. Schulte testified that the mo- 


eading 


tivating force behind chain opera- 
tions is higher profit. To attain this 
end, he continued, they have elimi- 
nated large numbers of wholesalers 
ind gone into the manufacturing 


business themselves. By this means 
they attempt to control the supply 
of certain commodities and conse- 
quently the price. 
in general the price policy of chains 

what the traffic will bear.” To 
substantiate this, he read a state- 
men nt of a chain official to the FTC 
whict gave that general character- 
on to price policies of the large 


Points to Bank Failures 


Mr. Sehulte told the committee 
hile many factors contributed 
ink failures in the period fol- 
1929, concentration of mer- 
zing operations in the hands 
w played no small part in the 
mn. 
Ben Du Bois, 


owing 
UW ITE 


‘ 


dependent Bankers Association, told 
t mmittee that if chain stores 

owed to continue their pres- 
ent methods, the result will be com- 
lete nopoly of all retail merchan- 


Keach of through 


KFDM 


BEAUMONT, TEXAS 


On the Air Full Time. 
Represented by 
International Radio Sales 


He stated that | 


Secretary of the In- | 


Minn., has been elected to member- 
ship in the Association of National 
Advertisers. Edgar R. Champion, 
advertising manager, will represent 
the company. 


Hastings to Brisacher 


Lido Hotel to Zepsich 


The Lido Hotel 
Beach, Long Island, 
J. R. Kupsick Advertising Agency, 
New York, to handle its account. A 
campaign using metropolitan news- 
papers and direct mail has been 
scheduled. 


has appointed 


J-W-T Elects Three 


Sidney L. Dean and Philip A. 
Richardson, of the New York office, 
and Chester A. Foust, of the Chi- 
cago office, have been elected vice- 
presidents of J. Walter Thompson 
Company All are account repre- 
sentatives. 


and Club, Lido | 


Renews Contract 
Herman Bess, 


execulive vice- 
president of Station WNEW, New 
York, has signed a new five-year 


contract, and Irene Davis, 
been Mr. Bess’ assistant, 
made commercial traffic 


who has 
has been 
manager 


Bart lolns Weinberg 


Hendry Lars Bart, formerly with 
the display promotion department 
of the Los Angeles Examiner, has 
joined the Milton Weinberg Adver- 
tising Company, Los Angeles, as 
account executive. 


New Kenny Agency 


Fagan Returns to CBS 


William J. Fagan has returned to 
the Columbia Broadcasting System 
as assistant sales manager. He was 
with CBS from 1929 to 1937 when 
he left to join Benton & Bowles, 
New York 


Hotels Name L&T 


Lord & Thomas, San 
has been appointed to 
vertising for Associated Western 
Hotels. The group is an organiza- 
tion composed of hotels in 11 West- 
ern states and British Columbia. 


Francisco, 
handle ad- 


Milk Account to McCord 


Brisacher, Davis and Staff, San oe. Federated Sales Service, Inc., Bos- 
Francisco, has been appointed to Fortune Advances Kegg ton, has been appointed marketing The Milk Foundation of Minne- 
handle the advertising of Hastings, Fortune has promoted William counsel for the Kathryn Kenny sota has appointed McCord Com- 
men’s clothing store chain in San’ Boyd Kegg to assistant advertising Company, distributor of lipstick, pany, Inc., Minneapolis, as its ad- 
Francisco and Oakland, Cal director Boston ertising agency 
“Now I get i of your “That’s not the only point, Phil. It’s 


insisting on 


EWSWEEK 


Ned. Hitting key execu- 


tives pays 


* Key executives, 
account for 88.99, 


dividends.” 


good business to be with a magazine 


that’s going places. 
linage for M 
revenue is up 75% 
month last year!” 


over 


together 


NEWSWEEK'S 
arch is up 35%, 


and 


the same 


with others in business and the professions 
Z, of NEWSWEEK'S audience. So it’s not surprising that 


NEWSWEEK'S average family income is $4,851 per year . and it’s not 


surprising that March is the twenty-first consecutive month of advertising 


gains for NEWSWEEK 


Now it’s NEWSWEEK! 
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and white | 


Take Advertisers 
Into the Field, 
Dotted Liners Told 


Chicago, April 1—More selling of 
the market and less of a competi- 
tive character was recommended to 
business paper representatives by 
Howard Rose, space buyer for the 
Buchen Company, Chicago agency, 
in addressing the Dotted Line Club 
today. 

Mr. Rose urged business publica- 
tion salesmen not only to be famil- 
iar with their fields by direct per- 
sonal contact with typical plants, 
but to supplement this by taking 
advertisers into the factories, stores 
'and building jobs where their prod- 


ucts are being used, as a demon- 
stration of new or expanded prod- 
uct applications. 


Information Is Door-Opener 


“Expert information on markets,” 
he added, “is a door-opener in the 
offices of advertisers. We have one 
client, called on by 57 representa- 
tives of business papers, who is 
willing to see only seven. All seven 
bring worth-while information about 
their markets as consumers of this 
manufacturer’s products.” 

New officers of the club, elected 
today, are E. V. Perkins, Petroleum 
Engineer, president; L. C. Monroe, 
Signs of the Times, first vice-presi- 
dent; Louis Brookman, Concrete, 
second vice-president, and A. E. 
Meanor, Commercial Car Journal, 
secretary-treasurer. 


New York Teachers 
Charge NAM Propagand, 
The New York Federation 
Teachers Union has charged tha; 
the National Association of Manu. 
facturers is using public 


. Choo] 
classrooms in Albany, Buffalo 
Rochester and elsewhere for gis! 


semination of propaganda. 

The union expressed its views jp 
a resolution adopted at a meeting jn 
Albany. 


Mineraltone Appoints 


Mineraltone Laboratories, [o. 
Angeles, Cal., has appointed \\| 


tro- 
politan Advertising Company, [Logs 
Angeles office, to service its adver. 
tising account. Direct mai ind 
magazine sections of Sunday news. 
papers are being used. Arthur PF 


Nelson is the account executive. 


tion pictures in black 
Economist Discusses) ji ton. recordings and radio trans- 
sults in some sales executives re- | bathroom fixtures. 
that lack of knowledge of unit dis- | 
tories. 
sarily to eliminate them. Careful | 


and color. Vernon Patterson, former 
Paramount Pictures cameraman, 1s 
|president, and Henry Flarsheim, 
High Cost of Getting <Ptions. 
Small Orders Two Name Weinberg 
a Ms ye a ae Milton Weinberg Advertising 
New York, April 2.—The North- | company, Los Angeles, has been 
ducing net profits in their frenzied | 
quest for volume, it was pointed out | 
here today by Dr. J. Frederic Dew- | 
tribution costs is responsible for | 
the excessive zeal for sales volume 
He mentioned an electrical ieee 
which showed an average loss of 
$1.64 for every order under $25, 
analysis often reveals how such | 
business may be handled profitably. 
One firm solicits small orders by 


16 
'M t p lj ‘Form Film Company 
oun e 0 ice | Empire American Productions has 
|formerly a principal in the Marx- 
|Flarsheim Advertising Agency, is 
west mounted police psychology”— | appointed to direct the advertising 
the determination not to let any ac- lof Wahl Charge Plate, Inc., and 
hurst, economist for the Twentieth | 
Century Fund. | 
which sometimes means depressed | 
profits. He told of several com- | 
while larger orders returned an | 
average profit of $10.12. Dr. Dew- | 
mail and another adopted a simpli- 
fied routine which reduced clerical 


| been organized at 149 Boylston 
p h | ' street, Boston, to make sound mo- 
Reduces Profit 
|treasurer. The organization is affili- 
lated with Kasper-Gordon Studios, 
count escape no matter what the|Mode Mfg. Company, maker of 
cost of getting and keeping it—re-| builders and cabinet hardware and 
Speaking before the Sales Execu- | 
tives Club, Dr. Dewhurst declared | 
panies which increased profits by 
eliminating certain lines and terri- 
hurst added that the answer to the | 
small account problem is not neces- 
labor to one-fourth of normal. 
Cost of Advertising 


| 

| 

In answer to a question from the | 
floor regarding the place of wurst | 


tising in distribution, Dr. Dewhurst 
replied that he was surprised by the | 
reaction to the chapter on the sub- | 
ject in the fund’s recent book, | 
“Does Distribution Cost Too Much?” | 
The speaker wrote the book in col- 
laboration with Paul Stewart. 

He asserted that the unfavorable | 
reaction expressed in some quarters 
te on the advertising chapter made it | 
i “a touchy subject.” He added that 
“Stewart and I thought it was rea- | 
sonably innocuous.” | 

He pointed out that national ad- | 
vertising represents less than one- | 
third of the annual expenditure for 
all advertising, and that the total is | 
less than 3 per cent of the price of | 
all finished goods. 

“In the marketing of many lines | 
of goods,” said Dr. Dewhurst, “ad- 
vertising does the same job as auto- 
" matic machinery and the assembly | 
- line do in the production of goods. | 

In other words, it is a labor-saving | 
device in introducing new products 
and expanding and maintaining the 
market for mass-distributed goods. 
To argue about whether advertising | 
7a as a technique of selling is ‘good’ or | 

- ‘bad’ is like trying to decide whether 
power-driven machinery is ‘good’ 
or ‘bad.’” 


“‘-- 


Penn Advertising | 
Managers to Meet 


Members of the Pennsylvania 
Newspaper Publishers Association | 
and the Interstate Advertising Man- 
agers’ Association will have a joint 
Display Advertising Conference at | 
the Penn-Harris hotel, Harrisburg, | 
Pa., May 10-11. Frederick R. Long, 
Times, Chester, Pa., chairman of 
the PNPA advertising committee, 
Lo and Richard MacDonald, Courier- 
Bhs Post, Camden, N. J., president of 
a4 the IAMA, will preside 
& Subjects for discussion will be 
: Pennsylvania days, radio lottery 
a advertising, newspaper promotion 
and the attitude of consumer groups 
toward advertising 


Admen Hunt “Rakers” 


Nominations are being 
by the Young Men’s Group of th« 
Advertising Club of New York fo 
pa 12 successful young men of America 
4 under 31 years of age who will be 
inducted into the Orde1 
at the second annual 
New York April 18 for having 
cessfully “scratched” for their 
portunities 


received 


of the Rake 
luncheon in 


uc- 


Op- 


he gros 


. 


average of last year. 


cy 
ee 6 PE a aT a ee tS A a a J 


Ao a Tale GZ 


Lae 


per issue for the first quarter of 1940. 


oe 


) 


3 ge GO 


LOOK Magazine’s circulation averaged 1,830,866 copies 
This is a gain of more than 275,000 from the first quarter 
This is the highest first quarter average in LOOKs history. 


This is the sixth consecutive quarter in which LOOK has 


shown a circulation gain. 
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Friend Forms Agency Elect McKinney President Plan La Ma a an Art Directors ous classifications on display are as 

Following the dissolution of} William McKinney has been| George Miller — > tollows: | | 
Fr ‘nd-Wiener Advertising Com- |elected president of Scott & Bowne, elson, prev arm pete Color illustrations: medal award 
a0 New York, Mitchell E. Friend, | maker of Scott’s Emulsion and vita- yt tone Publishing Carpora- 0 en Annual to Thomas M. Cleland for adver- 
President, has formed a new agency,|min products, succeeding William — i778 Broadway New York, to tisement designed by Art Director 
a tchell E. Friend Company, with|H. Mathee, resigned. Mr. McKin- ublish ro. Maquina (The Machine) Bradbury Thompson for Harris-Sey- 
“mces at 15 Park Row. Associated|ney is also president of J. C. Eno P Spanish uarterly to be issued ‘a ree nan A sereonaal Jonentee —. 
wit \ bien will he Richard J. Collen, | Compeny, the Janvier Company aie i ont rs distributors and users of ew or OW ers-Kellogg-Still _ Inc "A aa 
te. Benjamin Weber, Gertrude E.|Harold S. Ritchie Company, all of wc Na S, GIs austrial pe ade . om gg-s u st n, ne. Awards 
Smith, Helen McShane and Frank| which are associated with Beecham mac meg t ar omeat The fret for distinctive merit to Francis 
C. “Aloe, all formerly with Friend-|Company, London, holder of an supp pn By — Suly 1 More Than 6 000 En- Marshall for an advertisement de- 
Wiener. interest in Scott & Bowne. ae eR ee oe | Ae Are Sub on df signed by Art Director Albert F. 

_ aiicleaeameanaat ries re ouomitTTe OrFiSnyder for Elizabeth Arde 

. | “ ”“ M : ae A Whiteman Gets Bonds | J d 4 ry Blaker iiaaatisteel Poe 

Kabo Appoints Agency | News a wbor ; Carl Whiteman, who resigned re- uaging and to Pierre Roy for an adver- 

Gourfain-Cobb Advertising Ag-| Stockholders Publishing Com-|cently as vice-president of General 


cy. Chicago, has been appointed | pany, Los Angeles, has merged the | Foods Corporation, New York, to oe ae ey “ aaies Calle a ie Wecauen 
ent adle the account of Kabo Cor- | News, morning newspaper, with the |enter the brokerage business in San| New York, April ee teciee hk tere 
to “Gompany, Chicago. A dealer |the Evening News in one publica-|Francisco, has been appointed to| annual exhibition of art, sponsored Pineapple Company, Ltd., through 
ad ertising and promotion campaign | tion, the News, to be published on a|represent Bonds 17 Dog vane os by the Art Directors Club, opened N. W. Ayer & Son. 
js being planned for release Fiore | will be basis. Advertising space peey, See Se ee States today at the Rockefeller Plaza Gal- Black and white illustrations: 
in the summer. Leonard S. Flor-| will be sold to appear in all editions | for ain a t Los Angeles.  lJeries, where it will run through |™edal award to Robert Riggs for ad- 
-heim, Jr., is advertising manager. 'on any one day. markets except Los Angeles. vertisement designed by Wallace W. 
Elton for Felt & Tarrant Mfg. Com- 
pany, through N. W. Ayer. Awards 
for distinctive merit to Yasuo Kuni- 
yoshi for Hawaiian Pineapple 
advertisement designed by Thomas 
H. Collard, through N. W. Ayer, and 
to Leonard Lionni for a Ladies’ 
Home Journal advertisement de- 
signed by Leon Karp, through N. 
W. Ayer. 


Keppler Takes Color Award 


Color photographs: medal award 
to Victor Keppler for American 
Tobacco advertisement designed by 
Joseph Hochreiter, through Lord & 
Thomas. Awards for distinctive 
merit to Marcel Olis for Sealtest 
advertisement, and to Paul Outer- 
bridge, Jr., for Frankfort Distilleries 
advertisement designed by Herbert 
Bishop, through Young & Rubicam. 

Black and white photographs: 
medal award to Edward Steichen 
for Eastman Kodak advertisement 
designed by William  Strosahl, 
through J. Walter Thompson Com- 
pany. Awards for distinctive merit 
to Remie Lohse for Agfa Ansco ad- 
vertisement designed by Robert E. 
Wilson, through Young & Rubicam, 
and to Edward W. Quigley for Beck 
Engraving Company advertisement 
designed by Ben Collins 


January Increase 14.24% 
February Increase 26.25% 
March Increase 61.25% fC 


> 


Continuities: medal award to Ed- 3 
win Georgi for Yardley advertise- a a 
ds ment designed by Leon Karp, ‘ a 
c through N. W. Ayer. Awards for ne 
distinctive merit to James William- 
son for General Foods advertise- 
ment designed by Gustave Sigritz, 7 
through Young & Rubicam, and to 
James Williamson for Gulf Oil ad- 
P at vertisement designed by Fred S. 
—_— , Sergenian, through Young & Rubi- 
et ¢ cam. 
$ 3 Magazine covers: medal award to 
: Horst for Vogue cover designed by 
Dr. M. F. Ahga and Cipe Pinales. 
i ‘ - Award for distinctive merit to 
As LOOK has become an increasingly dium for advertisers. The following is a list Soule-Maria Bude for an adver- 
R ‘ ‘ . : ° ° tisement for Town and Country. 
important editorial force among an even of advertisers appearing in LOOK during icotnie: kanes eis Guataiees anadel 
larger number of American families, it has the first quarter of 1940 who were not in award to : Frederick jHalpert for 
: : ji » ° entaur display poster, 1rough 
’ also become an increasingly valuable me- LOOK during the first quarter of 1939. ee & Gadde, Sieeieaied We 
H. Armstrong Roberts. 
ADVERTISERS IN LOOK DURING FIRST QUARTER OF 1940 WHO WERE NOT IN LOOK DURING FIRST QUARTER OF 1939 Complete Advertising Design 
ADVERTISER AGENCY ADVERTISER AGENCY Design of complete advertise- 
Lutomotive Pompeian Cream Joseph Katz Co ments: mass magazine award to 
pion Spark Plug.....MacManus, John & Adams Siroil Laboratori Martin, Frank, Inc. Jules L. Menghetti for Canada Dry 
ectric Auto-Lite Co. ..-Ruthrauff & Ryan, Inc Tums er H.W. Kastor & Sons Adv. Agcy Ginger Dry Ale advertisement illus- 
eneral Motors Acceptance Wildroot Batten, Barton, Durstine & trated by Frank Lemon, through 
¥ Corp. ... +. s+e.+..+Campbell-Ewald Co., Inc Osborn, Inc. Ine J. M. Mathes, Inc.; class magazine 
Lotorola reer ers .Gourfain-Cobb Adv. Agcy. Zemo ... : n, Wasey & Co., Int : ™ |award to Lester Beall for adver- 
ker ee ewe oe oe ns Fashion | - P : : | siemens illustrated by Joseph 
unnyngham, Inc era ae . The Keelor & Stites Co OI fan ‘ a 
My Turn Signal Co.. Paul Grant, Advertising terrane rahe Shot Co Westheimer & Co ] pwned =n "oo poco alien: 
he ag lg wee ey = Oe Ine oe aoe i : a rey + mere _—on | tions award Lo Bert Ray for Abbott 
Gelatine g : "Kenyon & Eckhardt. Ine a ee ( nnyngl am. Ine Laboratories advertisement, through 
ver Brothers—Lifebuoy. William Esty & Co., Inc Publishers | Runkle-Thompson-Kovats, ne ws - 
Cocoa............Cecil & Presbrey, Inc. Book Coupon Exchange Schwab & Beatty, Inc paper award to William A. Irwin 
Crunch Bar... ..Cecil & Presbrey, Inc. Book of the Month Club. ..Schwab & Beatty, Inc |for advertisement illustrated by 
7 h Cleanser... Roche, Williams & J. W. MeManigal for Curtis Pub- 
ee Cunnyngham, Inc Travel es = lishing Company, through McCann- 
erican Coffee Ci cago, Mil R ikee & Roche. Willia & Erickson: booklet and direct mail 
i Newall Emmett Co. I eee ~ Cunnyngham, Inc lawards to Lester Beall for Sterling 
— ° ° . ° | + Well-E met un ne. : . > . | Engraving Company hooklk a and 
. Ry-Krisp... ...Gardner Advertising Co. M ce ila ~ a ee ee ee . ‘ lto Ted Sandler for Columbia Broad- 
S eltzer Wade Advertising Agency Sorter’ Ink a | J. Walter Thompson Co 4 g | casting booklet iustrated A ll 
er & Black (Blue Jay) . Ruthrauff & Ryan. Ine. Columbia Picture rhe Biow Co., Inc. ® |liam Golden and Rudolph ¢ harles 
aad . , 5 .. Young & Rubica: , Ine Gillette slades. ses Maxon, Inc ' ' f ‘ von Ripper. . 
is Medicine... Benjamin Eshleman Co. Health Ray Mfg. Co.... Roberts and Reimes am a : The Barron G. Collier medal for 
Siw es J. Walter Thompson Co. Lev Mfg. Company KR Ife ( Spinning, Int : ® |the best car card went to Raymond 
Yeast Ruthrauff & Ryan, Inc. Magazine Repeating Razor.J. M. Mathes, Inc 7. . % a A. Ballinger and Morris Berd for 
ewin. Wasey & Co.. Inc. National Radio Institute Var Sant, Dugdale & . fs) » Enc es Philadelphia Savings Fund Society 
Donahue & Coe, Inc salted 5 Co. ge casing Pa Ing [> : cards designed by Guy E. Fry, 
y , C. L. Miller Co varal ~ taser As a oe . ~- ell. , . ett Co Inc. i. > i through Jerome B. Gray & Co 
lode eiten fo erenay hg a roe “> so 7 : ene John 7 toorety, Inc _ "= The Kerwin H. Fulton medal for 
F tata te . —— oe ' the best 24-sheet poster went to 
é z Albert Stachle for a Standard Oil 
® \of New Jersey poster designed by ey 
Paul Holder throug! McCann- _— 
S$ 


Frickson, Inc 
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ADVERTISING AGE 


April 8, 1949 


“Ptomaine Tommy” 

To the Editor: 
my!” 
and light lunch stand! Yet, when 
you get down Arizona way and 
towns are far apart and roads are 
hot, you get really hungry and 
thirsty and names mean nothing. 

As a matter of fact, Ptomaine 
Tommy has built himself quite a 
business in the small town of Buck- 
eye, about 30 miles from Phoenix. 

GEORGE E. BERGMAN 
, VF 


Says Name Calling 
Doesn't Solve Case 


To the Editoi Compliments to 
ADVERTISING AGE for covering the 
news on both sides of the current | 
advertiser - consumer controversy! | 
No man looks as black as the man | 
you can’t see. You are performing | 
a real service by letting us see the 
other fellow 

It is easy for 
the issues of 
reference to “subversive 
and easy to drown the 
mutual admiration. 

You, apparently, 


Tom- 
What a name for a soft drink 


*“Ptomaine 


advertisers to dodge 
the day by scornful 


issues In 


have enough 


faith in advertising to tell our “loyal | | Executive 


opposition” to pour it on, and to | 
listen while they do it. Better give 
yourself first prize in the contest 
for doing first what should be done 
7 first. 
eels SETH W. JEWELL, 
Commonwealth Edison Com- 
pany, Chicago. 
+ £8 


Looking Ahead 

To the Editor: With a 
retrospective glance at the fine 
ume of travel advertising we 
carried from foreign countries 
in trouble, we running a 
of editorial pages entitled 
Peace Comes, I Must See 
land).” 

Peace will come e\ 
course, and The 


vol- 
have 
now 
series 
“When 
(Eng- 


are 


entually, of 
Instructor expects 
to be one of the first magazines put 
right back on the advertising lists 
of all of these warring countries 
GEORGE V. RUMAGE, 


Ady. Megr., The _ Instructor 
Magazine, New York 
— a 
si 
Good of the Order 
To the Edito1 We are enclosing 
“ two reprints from a new series of 
‘ . ‘ wwer vv" on / 


VETERINARY PROFESSION 


/ WhASS Te wistaree 


Anau l Vion borit-s 


Ne 


New 


crease 


solely to in- 


designed 
among 


campaign 
good 


will veterinarians 


Voice of the Advertiser 


This department is a reader’s forum. 


NAMES DON'T COUNT IN DESERT 


PTOMAINE TOMMY 


Letters are welcome. 


‘First Contest Winner 


Turns Up in Texas 

To the Editor: You may be 
interested to know that the under- 
signed, the first winner in the first | 
| ADVERTISING AGE essay contest for 
| high school and college students, 
held in 1936, is still in the advertis- | 
| ing business. 
| I believe the last time you heard | 
| from me I was with Botsford, Con- | 
| stantine & Gardner advertising 
| agency on the Pacific Coast. I was} 
|transferred from their Portland 
| office to Los Angeles shortly after. 
About a year and a half ago I| 
decided I needed more selling expe- 
rience and work in retail advertis- | 
ing, so joined the staff of the! 


elements” | 


grateful | 


Laredo Times at Laredo, Texas. 
From the border I joined Mr. J. M. 
West’s Austin Tribune when it was 


advertisements recently started by 
our parent company, Allied Labora- 
tories, Inc. The Panama Canal ad 


appeared in March veterinary jour- launched here on the first of last 
nals, the Glanders copy will be run October. : 
in April, and plates for May, featur- Life on the Tribune has been 
ing the fact that the passing of the quite hectic there's plenty of 
hunchback is due to the elimination excitement and never a dull mo- 
of milk contaminated by the tuber- | ™e" We had a daughter born 
culosis bacilli, due to the eradication at red house only 11 days after the 
of tuberculous cows, are now in first issue of the Austin Tribune hit 
| preparation. the streets Oct. 1. 

The campaign is scheduled to REINHART KNUDSEN, | 
| continue for several years. Its pur- Austin Daily Tribune, Austin, | 


pose is to build good will among Tex. 

veterinarians, with the idea that the a 

better the prospect likes the house Claims “First” in 

the more welcome the salesman will ° ee | 

be and the more sales he will make. | Retail Advertising 

ERNEST COHN, ao the Editor: Enclosed is the 

Company, In- first advertisement of a series in our 
spring newspaper campaign. It rep- 
resents a radical departure from the 


tn | 


Pitman-Moore 
dianapolis. 


7. FF 


“Executive Has Nothing 
to Do” Still Popular 

To the Editor: We are 
by the Oakite Products of 


informed 
Ne W 


ams SHOW BO MANY | 


York that there is a possibility that!) | ¢ Se 
you might grant us permission to ik ! 
;}use a little article entitled “An 4 \¥ 
Has Nothing to Do.” , \e 
We publish a small magazine for n | 
employes only, running about 500 ; \ 
}copies every month or six weeks | 
It is not passed out to the trade and 
|} would not be used in advertising | BLUMS-VOGLE 
/in any way which would be detri- athens PUES coc cause acomese 
/mental to your interests, we assure ee - - _ 
We would appreciate it if we could) ycual retail procedure and, for that | 
| have permission to publish this for | peason, might be of interest to your | 
this purpose. reader : | 
J. H. Vernor, We have taken a national adver- 
General Manager, Western tising idea and applied it to a local 
Clock Company, Ltd., Pete fashion picture—i. e., we are using 
borough, Ont. the “testimonial” technique in retail 
|Editor’s note: This piece, origi-| selling. Basically, this is an insti- 
nally published in ApverTISING AcE | tutional type of advertising, but 
several years ago, has been re-|merchandise and price are men- | 
printed hundreds of times. Permis- | tioned in each ad of the series 
sion to use it is always cheerfulls Each ad is a “customer portrait,” 
given, the sole stipulation being that | representing the essence of interest- 
la copy of the reprint be forwarded | ing statements made to us by cus- 
to us. ] tomers who, of course, must remain 
+ ¥ inonymou And each of these ads 
projects a type of woman who 


Burnt Mail Piece 


trades at Blum’'s 


. 
Sent After Fire Although this type of promotion 
To the Editor A ubseriber | O&S been used repeatedly in national 
rtis ’ was e fF rk wie 
of long standing, I am taking the advertising campaigns, to my knowl 
a ‘eo. it never ha en . in > 
liberty of forwarding you an adv edge, it neve ias been done in the 
. ‘tail field We 1] thie chon 
tising piece which was distributed | ‘*“ 1 hela v feel th hould 
} . nt } " it no\ »] , 
recently by Edw Hine nd Com create interest because ot} novelty 
pany, Ine., local printe: nd good | #"@ new approact 
friends of the writer Mary P. SHARP 
The piece practi \ f \d Ve Blum’s. Inc.. C} 
xplanatory, being a timely hook-uy 
vith recent fire in the printing "2 
plant. I thought it was decidedly Tain’t Funny 
unusual, and Mr. Hine tells me, To the Editor i alittess ate 
1 expected, that it has received pare snes come eclpsneca 
ay eet in ee eae perhaps more besides myself 
el s 2 » res Ise 
y 1 , i , , belong to that unenvied group 
ou Will notice now at ice , . 
» gnasheries are equip with 
carried out in the border at the pay oa ™ - , | ae uu noi “me 
What the ichael iwelos tacttullv 
f the envelope which : 
saggoe 2 the enve + r A Ch | call denture You can imagine 
;}ine mailing Was made aepicting ’ er ” 1 . 
or do you belong how leasant it 
flames leaping up, and also in the to be sitt = Mate fe : yr yrs 
to » sitting in the bosom of one’s 
| “Te > Ta) : , ’ uw 1] 
charred edge Se the fold goats family listening to the radio when 
| as he re tj if the new : : 
as by the re production of tl rn the comedian pull thoce oke:s 
| paper clipping and the paste-on of opie ga] > tontt 
out taise teetl 
the newspaper photograph showing up id - - _ 
on ol 18) ~ ‘ niiare 
the ruins inside a portion of the , : es a , a ; 
, efter to him, last week had to tak 
plant The charred edge of the : A ' 7 te Fr i - 
; ; two nights running re llen 
folder wa accomplished I nae Ww _ 
on Wednesday followed saby 
stand, by stacking up the sheets and . ria — . eae Po o 
bl A ; Snook on Thursday Why can't 
ing a bDiow-torcehn to the edg 1 . os 
ippiying a ( tore! = , tnev | i’ off and pick on the blind 
F. J. Bout, for a while? Or on those with both 
Alliance Life Insurance Com- feet cut off? 
| v, Peon Il! Poor Otp Pop 


| for 


;|Gevelopment of a 


| day 


MAKEUP MAN 


ee 


HELPS CAUSE ALONG 


-¥ on of 17 illicit stills in 
and ind Orange counties. 


Rocklan 


Beard-Trim Marks 
Man’s 104th Birthday 


PLACERVILLE, March 11 P| 
Frank Coster Sr. celebrated his) 
104th birthday today by having] 
his long white beard trimmed by 
one of his five sons. Coster says) 
he was born ir St. Maria, Por- 
tugal. March 11, 1936, and came 
to the United States as a youth., 
He has lived at near-by Pilot va 
Hill for 36 years ’ 


OLIS 


Mane 


However, some readers of Advertising Age discovered a typographical error |, 
the story adjoining the Smith Brothers copy. 


-Lynx-Eyed Reader 
Demands New Deal 


To the Editor: After reading how 
the make-up man helps the cause 
along (ADVERTISING AGE, March 25) 
I learn that my nephew, 
| born April 25, 1936, can claim to be 
104 years old—or should have been 
born in Portugal to take advantage 
of this new deal in arithmetic. 

W. A. Brown, 
Chicago. 
vv¥seegy? 


Students Witness 
Birth of Campaign 
To the Editor: The 
School classes of the University 
Pennsylvania, including 300 


Wharton 
of 


Ayer Building April 3. 
leadership of Dr. Howard Hovde, 
‘the students have been coming in 
the past ten years for a demon- 


stration on the building of an ad-| 
vertising campaign, conducted by 
|members of the Ayer organization 


actively concerned with each of the 

various steps. 
This year's 

volved around 


demonstration re- 
the evolution and 
hypothetical 
honey campaign, from the time a 
lone farmer got a “‘yen” to sell some 
honey back in 1870 to the present- 
Honey Marketers of America. 
In the building up of the hypo- 
thetical industry, all the problems 
of planning, merchandising and ad- 
vertising that are met with in real 
business were encountered. 
The whole show ended with 
classes adjourning to the 


the 


who was | 


stu- | 
Gents, paid their annual visit to the | 
Under the | 


printing | 


| 
department where they sa 
|presses running off proofs 


advertisements they saw 
| structed, step by step. 
J. H. Brete: 


N. W. Ayer & Son, Inc., P! 
delphia. 
ae 


Interested in Contest 

To the Editor: I understand yo, 
are sponsoring a contest for the 
purpose of determining the “best 
approach to the consumer move- 
|/ment problem,” the intent being to 
|improve relationships between ad- 
'vertisers and consumers. Kindly 
|send me complete information 
|cerning this contest. I am a4! 
much interested in knowing if it 
is your intention to publish a com- 
pilation of all of the proposal ig- 
gested in this contest. I 
that all who are specializing in the 


am 


field of consumer problems w be 
enthusiastic about such a compila- 
tion. I am specializing in this 1 
and if you are anticipating such a 
publication, I want to be sure and 


get a copy. 
W. Lou TAnpy, 
Professor of Economics, Eure! 
College, Eureka, Il. 


During 1940 over 350,000 mothers 
of new babies will receive CON- 
GRATULATIONS as their hospita! : 
gift. 


ot de ek 


ae ee © 


- 


ay 
+& 
= 
a 
—_ 
-_ 
w“ 


“ 

re 
o 

% 


5 h farm $ . 
a A top-notc 4 : 
13% by Lig ged thru Saturday ine : 
ie co a 
gt - es 
tS Where is ‘RFD 1020’ He ee 
ty £35 immensely ric ao ads 
ake It serves ON ee oy cs 
Ae tural area © con i more poe live os 5 ‘ 
oan _— fom MINNESOTA combined! 
GR Di rs | 
1020’ Cost? Ae 
i What does ‘RFD in VE 

r participation every Tt a me 
pn week (Sunday Te a 2 
pee costs only $81 Pp , : 
| ‘RED 1020’ Advertisers* =) 
- 0 ist. _such fine bey 08 : 
yay oe Pont, Wene Baby Cc 0 o 
re Chalmers, Olson OS : 
a m, Flex-° Glass \° wae } 
thos bol sam,A.H. Hoffman 
em 
the RED network station 
in PHILADELPHIA” 


Ahoee sag Meets 
> 


eee 


ret Oy ‘ Vin 
fi faba > ; ie 

+ =f re * 

=e oir 3K aS ~ me be ley ES my 


,* + 4 

ante ts 4. a a * 
el ee ‘s ee 
a™ ~~ * Pe ? - - 
o 6 "9 4 1 ga" a ail, ve ws r 

x es 7 Od em Es : a 

7 Sore healers Sele NS Sele ety ae et Al RY 4 
ake See Ege ty ae WA REEL eas Sr aye Mt 
y SEES Xi SESE GASES 


tion, 
Cosgi 
presi 
Visior 
doar 


be 


ea: . be ART wee s ae cede arent ee wars YS eet Fi _ re aN ais ts =“. 5d eel Peg . is =i ; : - mits 
aa Zee = | is, i eR eee peat: og Gib HEROES 
cs rae 4 ; i? 8 Da ae ifn = & f ex 4 . tf 7% a= 3 Ae ey . : a F ie ¥ ie Ae PS a Me , ’ ee ; - ge 5 : y , % OF “A ose a 
i: Pry 
oat 
ing 18 Se a A: 
; aa | Bo 
| A 
: | 
a eee | a 7 ~ PP to 
se: | W 
oa | 
a Te Me fh ot ree, tf th 
ue to 8 
Drops. Two kinds:—Black or Menthol, $¢. scl 
‘ Smith Bros. Cough Drops are the m 
4 only drops containing VITAMIN A C 
oe Vicamia A (Carotene) raises the resistance of . 
mucous membranes of nose and throet to Sus 
cold infections, when lack of resist- Fi 
P| ae A, + FAW. aa Fou 
~~, T 
. t Delicicus -Refreshi APY rec! 
*. — o —— = _ > — — —— — “i 
Sar, eet aie Via 7 - / = Sol 
; a i hiiad oar pe ? —— des 
7 os x ~~. cad 
| ay TOM AIRE TOMMY A) Sahat eae spe 
—— Hi sch 
P . a eee ee . dea 
Be tos: 7 = - a ae —_ ce 
ae eer ee oleh a a ae en : to 
: ; Nat 
—_—— sw will 
nan 
ae 
cet 
tor? 
ecu’ 
me! 
mas 
bers 
ana 
mal 
‘Tt 
adve 
- will 
or aa par 
; as. 2 PI 
— has 
7 vert 
a : 
Cor 
s _ — —— 
| — ST se 
| fa Te» 
>. 
TI 
a Ces s 2 
spac 
free 
by tl 
B. J 
meas 
( yy 
i nn eee EEE re nnn nInnnnnnnnen nn RUE RRR URE ee SUCCE 
prov 
Lr: AS ae I Bs VR TET eet Se PT "Ee ee give 
4 Coe ere 3 ee oP Ge) pate DS 6% 
oak AS A aca ot Pye ef. wt and 
ke ait OTS Parcs YASH a Rag oat a and 
. rhe e SET ab toe ee 74h, ath Cs com) 
en | ARS ea 4 
DA a Wee 55 4 wee 
4 5> | Pi {= a vanes 
q é AN ri ia 
, re ei es ve tse Ney 
| ‘ BES fe? +> Cro 
; > Jai 
9 : and | 
% castir 
ae aay 
ri 
. bars ¥ 
19 “ 
RFD 1020 ° east Se 
Moc 
B 
Tom 
office 
f the 
PO Esty | 
resigy 
— 
% | L 
Be ee | 
ae We Sao Ae 
— “ae bs 77 PT tes 
: ae Pr a LS LB: _ 
bs ts ii : ae 
, ‘ r ; A amt on 
"7 eit ? ' * +o" Sr 
4 1 WL 
i | he | 
| | | a ae 'D 
aaa j - a | ‘ i - | 
a? 1 ; 
= P N Nr te A p! 
we f 7 al ~ | 
= 5 | ee BS | 
i aka! > — 2 | 
as 
J the Bt i the @ » Can 
7 x we. | 
= NY 
j cast 
; Bee sts NAL BROAD 
a SS on ae Sd NATIO , 
, 
a 
2 al — _ e 
aN, : 
hee 
he Sige 
SF Se ‘Sip oe . wal Le Lael ane es 4 mare NaN ba Sophy e ci +d : fy 9 . =~ a “— a. : - y 9 - . Sy .. af ; ; ' at ; : ” % a 
CRP e i ee iia Shee RE AE ont Tae Sy WF ae 3b: Se ee, ee ee Bll PRR > oo: Oh TS, Oe ee ee e eS ot, Oe ee ee nie hee ko * Ss - 
So A, ce a % Ef veg od oe ee ee pe, Saeed a & Pisa eal a - Sp ae pe a ES ae 7 : 4 " Ms. Ce 4 —_— <<, Pt A ew 7 Fi Pn Tree ea 


oa ae Kit ate BS Aee x ; 
- 7 3 ys ‘7. “4 ei 
April 8, 1940 ADVERTISING AGE 19 
Amateur Chefs _Nichols Heads Club Child Satety Steguste protection. ihe sure: Kennedy Joins Raymond 
| sie é eS e Ovys “safety scouts 
KR. B. Nichols, secretary of the whe hod pol et Pgs Harry F. Kennedy has joined the 
to Show Skiil to | Bantam Bearings Corporation, South Super Market Goal end 3 p. m., the hours when the L. Raymond Compan) Los Angeles, 
P ill | Bend, Ind., has been elected presi- N childven ate on the strect They | 2° production manage He was 
f h 'dent of the Merchandisers Club of G tien fa Br poche ‘** |formerly with the Advertising 
Women ° ily Saint Joseph Valley, South Bend. in ew Contest note the license numbers of motor- | Counsellors, Phoenix 
ladelphia, April 4. — Some-| Other officers are C. A. McDonald.) Philadelphia, April 4—Twelve | 'S% bor a past cmgeosce — 
; am af “hee rr ater oe s. ‘ ; clientes .| give children the right of way anc 
thing mew in the way of cooking) first vice-president; Clayton But-| Giant Tiger super markets in this oa By. : 5 . “115 
schools will be held here next terfield, second vice-president, and| area are feeling the favorable im- | exhibit any other unusual courtesy. Glasser Adds Williams 
month by Philadelphia Electric) J. F. Oehlhoffen, secretary. pact of a new prize contest which| Registration numbers of the win-| Chester Williams has joined 
Company when it stages the first is winning praise from leaders in |™!8 cars appear in the chain's full y poreced Advertising Agency, Los 
fete “s : ia ae : ey age -Wspaper a ‘rtisements. | Angeles, as production manager and 
such event put on entirely by men. all walks of life. In cooperation |P@8e newspaper dvertisements. | “4 : tect S aianar aieinceel 
Four shows will be given May 14- New Accounts to Wales ‘with safety officials, Giant Tiger | The winners Can get their baskets = eo yn Po. Page Toemg rly 
i6, with four he-men from the So-| New accounts of Wales Advertis- | offers $5 food baskets each week to |@t any Giant Tiger market by dis- | (i200 0" *™ . 
cie ff Amateur Chefs giving ss yoy ge" = include the 50 drivers noted as having ob- playing their cards. iia aaniiaiiti 
recipes for and actually cookin ake Placid Inn, Lake Placid, N. Y.; | served every precaution when pass- wit ; 
_ , : +1 9 : é Monument Inn, Old Bennington,!;,, . = . P Cra ord Joins Duffy 
he that men ike.” The tie-up Vt.; The Bianca Shop, oper ting | "8 ogrers A l T. R. Crawford, fo | t 
or rey eae , ; A <- 2 anca § ’ 2 » initinti > new c »s Lo i . R. Crawford, formerly accoun 
IS dered lpeome era port aor gift stores in Bermuda, Miami, and le ed rg bog the esr te connem Opens S Angeles Office executive with The Fensholt Com- 
sor since most womens Cooking 1S | Marblehead, Mass., and Bridgeport | f0#Owed a series of serious acci- Gardner Displays, Pittsburgh, has pany, Chicago agency, has joined 
designed to please men. 3ronze Marine Paint Company,|dents to school children which opened a Los Angeles office with the copy department of Jim Duffy, 
Philadelphia Electric expects to) Milford, Conn. | caused public demand for more James L. Adler in charge Inc., Chicago 
spend $2,700 in advertising the 
school in newspapers,’ through 
dealer displays and in direct mail 
to the utility’s 550,000 customers. 


Nationally advertised food products 
will be used and mentioned by 
name on the program. 

The cast of cooks from the so- 
ciety will include Ben Invin Butler, 
former agency man who is now ex- 


ecutive director of the group of 
men who dabble in the kitchen, as 
master of ceremonies; Rube Gold- 
berg, cartoonist; Tony Sarg, artist 


and puppeteer, and William Rhode, 
-about-Manhattan and author 
of “Of Cabbages and Kings.” 
f the school proves as successful 


as is expected by Clara Zillessen, | 


advertising manager, similar events 
will be staged by other utility com- 
nanies. A delegation from Edison 
Electric Institute will come to 
PI lelphia to see the show. 
he Society of Amateur Chefs 
sas been featured in magazine ad- 
vertising by the Joseph Schlitz 
g Company and Taylor Wine 
Company. 


Mississippi Okays 
Textbook Advertising 

The Mississippi board of educa- 
tion is authorized to sell advertising 
space on the protective covers of 
free textbooks by a law just passed 
by the state senate. Governor Paul 
B. Johnson is expected to sign the 
measure, 

Opponents of the bill were un- 
successful in offering amendments 
providing for “a folding pocket to 


give space for a package of aspirin 
and a small bottle of castor oil, 
and a “section where  loose-leaf 


comic strips could be inserted from 
week to week.” 


Crosley Elects Two 

D. Shouse, vice-president 
and general manager of the broad- 
casting division of Crosley Corpora- 
tion, Cincinnati, and Raymond C. 
Cosgrove, recently mamed  vice- 


James 


have been elected to 


of directors. 


Vision, 
board 


Moore Heads Office 


Bill Moore, formerly in charge of 


Tom Fizdale’s Hollywood publicity 
office has been appointed manager 


e Hollywood radio office of Wm. 
x. Co., succeeding Joe Donahue, 


A Complete 


| LETTER SERVICE 


Small and large users of 
Direct Mail will find our 


oe , 
| Prices and service to 
| be to their advantage. 
| 


ILLINOIS LETTER SERVICE 


| 216 Institute Place 
t Chicago, Illinois 
Delaware 3244 


“You didn’t ask 


ou asked if we were hungry’ 


president of the manufacturing di- | 
the 


) - 
THE MINERS’ RELIEF CARAVAN illustrate 


dramatically how completely the spirit of The 


its entire organization and f\ 


4 


also its readers. 


Press permeates 


THE REPORTERS said we should do something 
The management said we will. The 

ment turned its entire distributing force into 
And the truck drivers vol 
They 
every night of the drive. 
They lost two nights’ sleep 
They tugged and hauled and did the heaviest 
possible work without thought of reward, to 


a collecting agency 


unteered to a man. worked overtime 
They gave up their 


precious Sunday. 


help people who could never do anything in 


return—not even buy a copy of their paper 


THE FIRE HOUSES throughout the city becarne 
And the Cleve 


generously and promptly because 


collecting depots. 


land gave 


people of 


they knew and were part of the spirit of The 
Press. When The Press asks for help 


ter what the cause 


no mat 
the people of Cleveland 
vays respond. 


7 
editors \ 
worked up the appeal. The circulation depart ‘\ 


4 


Z| FROM A LETTER TO THE CLEVELAND PRESS Tp. 


IN beer, there was a coal mine 


centered around the 


strike 


village of 


which 


Byesville, 


Ohio—way beyond the territory of “Phe 
Press, and really no concern of a great met 
ropolitan paper printed 120 miles away 
The strikers were not Press readers eit 
Press owed no duty to the mine owners, the 
management, or the workers 

Bat word trickled through that women 
and children were cold and hungry. That 
children could not vo to school becuase thre 
had no shoes. Suffering like that was rare 
bee At no time does it belone in Vier 
can scene. So The Cleveland Pre 1nVe'S 
tigated, verthed, learned particulars. Pre 
reporters found the sizes of shoes and clotl 
ing required by the neediest. Then Tl 


went into action. So did tl 


Press 
\ ( le \¢ lanl 


The 


peopl ‘) 


Cley 


HN 


Wh | 
Lie \ 
me ty A 


uf we were o riuthe t: 


1 hic 


delivery trucks of 


Sunday 
air 
anned food, warm cloth 
vladly by 
distributed to the 


following IWwenly newspaps 


Press cnded the mis 


ery of the strikers. ¢ 


ine, sound shoes, viIven the read 


ers of The Press, were 


sufferers 


labor trouble , a 


forcec! to take 


rh Wspapel IS 
Phe Press 
strikers, ancl pust 
\nd 
Doce connne s\ 
No power! 


against circulation on 


sides. Sometimes 


es mitlitantls with the 
! 


as often with the management 


uddenly 


SOOT 
kon right 
mit Pre c| 


threat 


Lilie \\ bone 


manees sides prftas 


crice >) adver 


tisinnv revenu has ever atlected its posttion 


But when widespread suffering enters th 
picture, it becomes a question of humanity 
rather tl ina question of right. Because Th 
Press ts humane, it has Powe. —power to 


do good: power to move goods, 


eland Press 
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Statler Links 
Hotels by Use of 
‘Double Picture’ 


New York, April 3.—A _ novel| 
twist in hotel advertising is being | 
offered by Hotels Statler Company | 
in a new campaign designed to link | 
more closely the promotion done by | 
the chain itself with that of the | 


Hotel Pennsylvania, operated by 
Statler. 
The new drive, which has just 


started in Collier’s and The Satur- 
day Evening Post, is unusual in that 
the same illustration is used in a 
one-column Hotel Pennsylvania in- 


sertion as appears on the facing | 
page in full-page copy for the| 
whole Statler chain. The same 


practice will be continued in subse- 
quent insertions, scheduled to ap- | 
pear once a month on a year-round 
basis. 

The campaign is the first to be | 
prepared by Young & Rubicam, re- 
cently appointed to handle the en- | 
tire account. Previously, separate | 
agencies directed promotion of the | 
chain as a unit and of the Hotel 
Pennsylvania alone. 


Copy Ties Up 


The first insertion for the chain 
pictures a carefree bachelor who is 
in no hurry to get married because 
he has become accustomed to the 
luxuries offered by Statler hotels. 
The headline is “The Man Who 
Laughed at Marriage.” Across the 
page, a reproduction of the same 
picture is explained by the caption: 
“The man who is laughing at mar- 
riage on the opposite page knows | 
that the Hotel Pennsylvania is the 
Statler hotel in New York.” 

Subsequent copy in the Statler 
series will dramatize some of the 
features of Statler service men- 


| their 


CongstDechions 


Only hospitals which have been 
approved by the American College 
of Surgeons are eligible to dis- 
tribute CONGRATULATIONS. 


FAMILY CIRCLE 


ie. 


HOTEL 
PENNSYLVANIA 


is the 
Statler Hote 


in New York 


— — 


DRAWS CLOSER 


The man who laughed at marriage 


y 
nner ad More ter yaur 
ee moses oe cay, 
woe Stetler | ms |: 
yore “ at ad r i Cilia . 


Hotel 


tioned in the initial insertion, in- 
cluding Statler research kitchens, 
the cleanliness of the hotels and 
made-to-order beds. 


Spence Leaves NAB; 
Arney Appointed 


Edwin M. Spence, secretary-treas- 


Mrs. Roosevelt 
on Air for 
Sweetheart Soap 


New York, April 2.—Adding an- 
other chapter to her activities in the 
| field of advertising, Mrs. Franklin 


Crowell-Collier 
Publishing Co. 
Nets $1,630,765 


New York, April 3.—The Crowell- 
Collier Publishing Company, for- 
merly the Crowell Publishing Com- 
pany, reports a net income for 1939 
of $1,630,765, compared with a net 
income of $1,246,139 for 1938. The 
report covered the total business of 
the company and its subsidiaries. 


Packard Motor 

| Net profit of $545,867 was re- 
ported for 1939, compared with net 
| loss of $1,638,317 in 1938. 


Standard Oil of Indiana 

| Estimated net earnings for 1939 
totaled $34,142,642, compared with 
$27,771,976 in 1938 and $55,950,784 
for 3937. 


Armstrong Cork Company 
Consolidated net income for 1939 
was $4,485,009 on net sales of $50,- 
713,436, compared with a net in- 
come of $1,150,795 in 1938 on net 
sales of $37,297,363. A 1940 adver- 
tising campaign in general consumer 
magazines, business and architec- 
tural publications, as well as con- 
tinuance of a special radio program, 


urer of the National Association of |D, Roosevelt will bow on April 30| was announced inthe annual report. 


Broadcasters, has resigned, effec- 
tive May 1. Mr. Spence, Stanley 
Horner and Dyke Cullum have ap- 
plied for a license to operate a full 


|'time radio station in the District of 


Columbia. 

C. E. Arney, public relations di- 
rector of _KMO-KJR, 
been appointed to the newly-created 
post of assistant to the president, 
Neville Miller. Mr. Arney is ex- 
pected to be appointed secretary- 
treasurer at the next meeting of the 
NAB board, succeeding Mr. Spence. 


Made Vice-Presidents 


J. D. Fletcher, export sales man- 


ager, and T. R. Farley, assistant to | 


the president, have been elected 
vice-presidents of Caterpillar Trac- 
tor Company, Peoria, III. 


Seattle, has 


\\) a wWiiw 
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..- ETERNAL HOSTILITY AGAINST 
EVERY FORM OF TYRANNY... 


Th eigenen 


—_ sanststll 
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UPON THIS RESOLVE ARE THE AMERICAN 
NATION AND THE AMERICAN LEGION BUILT! 


NE million Legionnaires, whichthe Legion fights untiringly. 
() leaders of their communi- ‘To industry The American 
ties, jealously guard this country’s Legion Mavazine offers a market 
most precious heritage ...the of one million men who are work 
AMERICAN Way of life. ng to preserve that spirit of fre: 
And each month, to each one of business enterprise which built this 
them, comes The American nation scommerce, men who earn 
Legion Magazine...a magazine twice the national average ...a 
owned, operated, and published eservoir of J npower, BUY- 
by their fellow Legionnaires and ING power, totaling 2'2 BILLION 
dedicated to those principles for DOLLARS annually, 

— ) = 
She Clmervican 
1) y \ ‘Ar nh 
JEGHON MAGAZINE 
We , » peeee ’ seetina Les ‘ es as esing 5 


tw YOR’ HIC AGE 


as a radio commentator sponsored 
|by Manhattan Soap Company for 
|Sweetheart soap. Her talk will be 
ljaired on Tuesday and Thursday 
| from 1:15 to 1:30 p. m. for 26 weeks 
}on a combined Red and Blue net- 
work of about 50 stations of the Na- 
tional Broadcasting Company. 

Mrs. Roosevelt’s talks in behalf 
of Sweetheart soap will be sup- 
ported by an extensive newspaper 
campaign, to begin the week before 
the program is launched. Radio 


| will be used. 
Franklin Bruck Advertising Cor- 
poration handles the account. 


Other advertising performances 
of the President’s wife have in- 
|cluded radio talks sponsored by 


|Pond’s Extract Company, an essay 
|promoting Samuel  Goldwyn’s 
“Stella Dallas,” both in 1937, and 
la testimonial in behalf of the co- 
operative campaign of the commer- 
|cial aviation industry last October. 


| Other New Programs 
| 
| 


R. J. Reynolds Tobacco Company 
will present a comedy program 
starring Al Pearce, currently spon- 
sored by another advertiser, on May 
'3 in behalf of Camel cigarettes. 
With his “gang,” the comedian will 
| broadcast on Friday from 7:30 to 8 
p. m. over 96 stations of the Co- 
lumbia Broadcasting System. Wil- 
liam Esty & Co. is the agency. 

American Oil Company has re- 
jnewed Edwin C. Hill’s “The Human 
Side of the News,” effective April 
129. The daily broadcast is heard 
from 6:05 to 6:15 p. m. over 49 CBS 
stations. Joseph Katz Company di- 
rects the account. 

Procter & Gamble Company will 


shift “Professor Quiz” from Friday | 


night to Tuesday from 9:30 to 10 


p. m. beginning April 30, to accord | 


with daylight saving time. The pro- 
gram, in behalf of Teel and Drene, 
is aired on 51 CBS stations. H. W 
Kastor & Sons Advertising Com- 
| pany is the agency. 

Philip Morris & Co., Ltd., will 
switch its musical program, featur- 
ing Johnny Green and his orchestra, 
from an NBC Blue network to a 
CBS network of 35 stations on May 
5. The behalf of Phili; 
Morris will be heard 
Sunday from 8:30 to 8:55 p. m 
Biow Company is the agency 

Eversharp, Inc., will launch a new 
auiz show, “Take It or Leave It.” 
for its pens and pencils on April 21 
With Bob Hawk as master of cere- 
monies, the program will be aired 
on Sunday from 10 to 10:30 p. m 
on 28 CBS stations Biow 
pany directs the account 


show, in 


cigarette 


Com- 


Ramsay Joins Franklin 
Walter Ramsay has resigned from 

Buchanan & Co., New York, to join 

Franklin Industrial Service 


and women’s pages in more than 60 | 
newspapers throughout the country | 


Kimberly-Clark Corporation 

Net earnings of $2,651,365 were 
| reported for 1939 on sales of $27,- 
861,359, an increase of 4.92 per cent 
over sales of $26,555,730 for 1938. 


Int. Business Machines 


Net income of $9,092,692 was 
|'reported for 1939, compared with 
$8,660,033 for 1938. 


Greyhound Corporation 

Net income of $6,562,802 was 
reported for 1939 from operating 
|revenues totaling $55,989,765, com- 
|pared with net income for 1938 of 
$5,655,748 from operating revenues 
of $49,826,784. 

Distillers Corp.—Seagram 
| Net profit for six months ended 
Jan. 31, 1940, was $5,930,008, com- 
|pared with $4,248,766 for the six 
months ended Jan. 31, 1939. 


Coty, Inc. 
| Net profit for 1939 was $937,610. 


General Motors 


Net income for 


1939 was $183,- 


337, compared with net income for 
1938 of $102,190,007 from net sales 
|of $1,066,973,000. Total unit 
| of passenger cars and trucks from 


sales 


290,222 from net sales of $1,376,828,- | 


all sources were 1,727,086 in 1939 
compared with 1,307,749 in 1938 


’ 


Paramount Pictures 

Estimated earnings for 1939 wep 
$3,870,000, compared with earnin 
for 1938 of $4,105,675. 


Valspar Corporation 

Net profit for 12 months endip 
Feb. 29, 1940, was $256,104, com. 
pared with $82,167 for the previous 
year. 


e 
gs 


Twentieth Century-Fox 


Earnings for 1939 were $4,1 4 813, 
compared with $7,252,466 for 1938 


Chesapeake & Ohio 

Earnings for 1939 were $26.21). 
568, compared with $20,192,650 for 
1938. 


Cannon Mills 

Net income for 1939 was $3,595,. 
536, compared with $2,277,580 for 
1938. 


Wesson Oil & Snowdrift 

Net profit of $1,305,635 was re. 
ported for six months ending March 
2, 1940, compared with a net profit 
of $18,822 for the six months end. 
ing Feb. 25, 1939. 


“Chicago Tribune” Has 
Comic Magazine 


The Chicago Sunday _ Tribune 
launched a small-size supplement 


March 31 called a “Comic Book 
Magazine.” Such features as The 
Drums of Fu Manchu, Overlan 


with Kit Carson, Old Doc Yak, Dil] 
and Daffy, Bobby Make-Believe and 
Spooky are printed in color in min- 


inture size. The Fu Manchu and 
Kit Carson strips use the photo 
technique. 


This magazine is printed in addi- 
tion to the regular size comic pages 
in color. It is delivered folded with 
instructions to slit the tops of the 
pages to give a book effect. 


Eight NRDGA Groups 
to Meet June 17-20 


Eight groups of the National Re- 
tail Dry Goods Association will join 
in a 1940 mid-year convention at 
the Palmer House, Chicago, June 
17-20. 

Only the credit management divi- 
sion will diverge from these dates, 
meeting in Cleveland May 27-29, to 
avoid conflict with the National Re- 
tail Credit Association meeting in 
June. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 865 
CHICAGO 
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THREE “HIGHS” ano ONE “LOW” TO CONSIDER 


- r bat’s New 


ht IPMENT Paats MATI@IALS 
N 


Started 1933 


HIGHEST IN CIRCULATION. . . 


—7~ 


a 
INDUSTRIAL EQUIPMENT NEWS 1 
eee ——| 


Member CCA 


WHILE SELECTING PUB 
LICATIONS TO REACH 
OPERATING MEN IN Alt 
INDUSTRIES DURING 1! 


reaching 52,023 active plant 


operating men in all industries . . . all at their request. 


HIGHEST IN DIRECT EVIDENCE 


OF ADVERTISING EFFECTIVENESS 


by a wide margin producing more results than any pub- 
lication of similar distribution . . . because used by 


operating men to look for 


current needs. 


HIGHEST IN NUMBER OF ADVERTISERS. . . leads the fie'¢ 


by a wide margin . . . (more than 450 using the April 


issue). 


LOWEST IN ADVERTISING COST... standard effective rep- 


resentation costs only $79 
DETAILS?...WRITE FOR THE “IEN PLAN’ 


to $85 a month. 
" FOR CONSIDERATION IN 1940 SCHEDULES 
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THOMAS PUBLISHING CO 
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ADVERTISING AGE 


New York Votes Typesraphy ludges Advertising following nine years, The, minimum | Elect Blatt President 


$100,000 to Win 


Alk 
Stat 
conse 
ing 
ating 
purp' 


whil 


Th 


eral 
attra 
befo 


jatul 


ficall; 


tal! 
ently 
Publ 
ploit 
ceast 
fall 


La 


.sed for a continuation of the | 


he New York World’s Fair. 


y» asked for $200,000 for a gen- 


any, April 4.—The New York 
legislature proved itself highly 
ious of the value of advertis- 


by passing two bills appropri- 


ce. Of this sum, $300,000 wil] | hibition, to be held in May, must 


drink-more-milk campaign, | 


. the other $100,000 will repre- 
q bid for diversion of traffic | 


a total of $400,000 for this | Press, Chicago. Entries for the ex-|that a percentage of the gross sales dent. 
be received by April 22 |'must be spent each year for adver- rswoatd ~ the re Sigg | = 
» received by April 22. | tising. in fo te 3 > tots ormerly occupied by the Tobey ° 
ae pes pret = Saas on aes Furniture Company, is at the cor- Appoints Coldman 
Vaughn Joins Sagamor |amount of gross sales. ner of Michigan avenue and Lake | _Commonwealth Mutual Insurance 
Ralph Vaughn, former Eastern henninie street. Representatives of the Con- |Company of America has appointed 
< é ’ nas ge for Advertising tinental Illinois National Bank and | I. A. Goldman & Company, Balti- 


e Mahoney-Wright bill origi- 


.dvertising program for state 
etions. The amount was halved 
e the bill got through the legis- 

_and what was left was speci- | 

earmarked for routes-to-the- | 
ummer promotion. This appar- 

means that the Bureau of 
icity, established in 1935 to ex- 
the state’s attractions, will 
. functioning Oct. 30, when the 


closes. 


t year the legislature voted 
$200,000, part of which was spent | 


through the Barlow Advertising 


Ager 


promotion. Much of the new $100,- | 


N00 
the 
vel 


pat 


icy, Syracuse, for winter sports 


:ppropriation will be spent in 
Middle West, in an attempt to 
come its much advertised 
hy to the fair. Newspapers and 


poster's will be the chief media. 


Mercury Agency 
Gets Bat’a Account 
for United States 


Baltimore, Md., April 2.—Edward | 


F. Perotka, head of the Mercury 


Adv 
has 


usil 


ertising Company of Baltimore, 
been selected to handle adver- 
ig in the United States for the 


Bat'a Shoe Company, Belcamp, Md. 


The 
00, 
poir 


Details of the contract were dis- | 
cussed following a conference be- | 
tween Jan Bat’a, head of the world- | 


Bat’a Shoe Company, a $300,- 
000 concern, announced the ap- 
itment today. 


wide shoe empire; Louis Gerbec, 


mal 


laging director, and Mr. Perotka. 


This was the first indication that 


M 


Bat’a was going to make good 


n the statement made when he first 


. tablish retail outlets in many new | 
P cities, particularly those within 
" easy reach of Baltimore. Each of | 
these outlets is a modern, up-to- 
date store, built in the latest style 
and with the utmost modernity of 
interior and exterior. They are | 
5 Bata owned and operated stores, 


{ 


con 


e! 


BR iia 


m ide 


rrived in Baltimore: ‘We are plan- 
ng to advertise our American- 
shoes in the American way.” | 
The company is beginning to es- | 


plan being to give the retail | 
sumer direct factory-to-user | 


vice 


R Ayer Office Expands 
N. W. Ayer & Son, Inc., has en- 
d its Chicago office in the Field 


og 
ge 


g 
5 


* . |bition of newspaper typography, . ‘ Esti tising Club. succeeding George 

- : > bac stimate Expenditures ising ub, succeecaing reor ge 
Fair Motorists a cieaeloie’ cin ol ret Bg Purrier s Lease an |Knox, Jr. Other officers are: How- 
general manager, Associated Press, " 
New York; Homer Sterling, Car-|cuted by Russeks-Fifth Avenue, 
negie Institute of Technology, and | Inc., furrier, for a Michigan avenue 
John F. Cuneo, president, Cuneo! site contains a clause stipulating 


|district sales manager for Schick The 
Dry Shaver, Inc., has joined Saga- . 
mor Metal Goods Corporation, New : 
York, as vice-president in charge of be spent _on advertising the first managing conservator of the estate |pany specializes in hospitalization 
sales. year and 7 per cent for each of the | of Stanley McCormick. insurance 


| a : a ‘ ‘ é John Blatt, Oklahoma Publishing 
° plus four per cent of all annual Company, has been elected presi- 
Judges for the 10th annual exhi- Mandatory in gross sales in excess of $640,000. yan per ‘the aiahaniien City Pol 


It is estimated that the annual /ard Austin, sales production man- 
gross sales will be at least double | ager, C. R. Anthony Company, first 
$640,000, which would mean $130,- | Vice-president, and Robert L. Mc- 
000 for advertising the first year and Cormick, vice-president, Oklahoma 
about $90,000 each year for the bal- Paper Company, second vice-presi- 


Chicago, April 3.—A lease exe- 


more, to handle its advertising. 
Newspapers, direct mail, magazines 
and radio will be used. The com- 


10-year lease provides that | Trust Company, Chicago, conducted 
10 per cent of the gross sales must | negotiations for the lease for the 


COLLINS 
MILLER & 

HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


It's SPRINGTIME the year 
‘round on San Francisco's streets. 
Colorful and picturesque side- 
walk flower stands lure shoppers 
with waxy gardenias for a dime; 
two dozen daffodils for a quarter! 


< San Francisco shoppers depend on The Call-Bulletin for 

: store news. Not only is it FIRST among San Francisco daily 

; newspapers in Department Store Advertising, but also in 

+ . Total Retail and Total Display. Northern California's 
_ largest evening newspaper can attract more shoppers to 
| A YOUR product, too. 

5 San (FrancLeo 

CALL-BULLE 


The EET REESE Paper in a EX OUDIS Market 


Represented Nationally by ~<- Paul Block and Associates 
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ADVERTISING AGE April 8, 1949 


GREAT AMERICANS AT HOME Getting Personal 


George Hartford, advertising director, Chicago Daily News, : 

NO. 6—MEDIA DIRECTOR made honorary chief of the volunteer fire department of French |] 
Springs, Ind., the other day, being designated in 

the attendant ceremony as “a fire eater of 


A aan AT OFFICE extraordinary renown,” among other virtues. . . 
Who should win a copy of the book, “So You're 
| (is) | BREAKS DOWN.FEMALE GAZETTE shares ? n py oO € 10K c 


Going to Sell,” as a Sales Executives Club of 


CIRCULATION BY INCOME BRACKETS... N. Y. attendance prize but R. S. Agee, s.p.m., 
CROSSES AMERICAN HOME OFF Association of Gas Appliance & Equipment Mfrs. 
a prea a a median who hopes the title is prophetic for his business. 
UST... SAYS: “WOMEN DON'T READ Author of the book is Donald B. Tansill, v.p. & 
MAGAZINES WITHOUT FICTION”... g.s.m., Pepperell Mfg. Co., and the SEC speaker 


of the day... 


Chester Bowles, board chairman of Benton & 
Bowles, has left on a cruise to Bermuda aboard 
his own yacht, “Nordlys,” a 72-foot schooner. It George Hartford 
is his fifth consecutive annual cruise to the Coral 
Islands. The party includes the missus, four guests, a_ profess 
sailor and a cook. One of the guests is Alfred Stanford, v.p f 
Compton Advertising. . . 


A. C. Monagle, v.p., Standard Brands, Inc., heads the grocery di, j- 
sion for the Greater New York Fund. Currently, his arthritis is bo: 
ering him and he is hobbling around with a cane... 


Robert D. Work, Jr., copy dept. mgr. at Young & Rubicam 
bought a three-acre estate at White Plains. Included is a 12-1 
house which boasts four baths. The property used to belong to Perry 
D. Saylor, formerly president of Canada Dry Ginger Ale, Inc. . . 


AT LUNCH 
ASTOUNDS CLIENT BY QUOTING 
STATISTICS ON SLIDERULE, PA., MARKET... 
pe OFF FUNNY STORY PROVING HE 


R. D. Lunn, v.p., Woodyard Associates, has revealed his engage- 
2 NOWS WOMEN'S READING HABITS BACKWARDS 


ment. A hotshot golfer is Lunn, having once held the amateur cha»)- 
pionships of the District of Columbia and the state of Maine... 


E. A. Schirmer, Detroit mgr., Crowell-Collier Publishing Co., re- 
ports a busy St. Patrick’s Day weekend in his office. First, Jack Hen- 
derson, veteran publishers’ rep in the motor territory who sells 
Collier’s, acquired a wife Friday night. On Sunday, Arden Yinkey, Jr., 
who also toils for Collier's, became the father of an eight and 
half pound son... 


AT HOME 


Sam Malamud, art director in the Buenos Aires office of McCa 


WIFE USES HIS COPY OF Erickson and a member of its original staff, is visiting the U. S. fo. 
AMERICAN HOME TO BRING | the first time. He’s combining business with pleasure by studying 
UP SUBJECT OF NEW CAR... —" advertising methods while vacationing. He will return 


GOES TO BED DECIDING TO . : . Yast 
nae aS a ace Fred N. Thrower, Jr., NBC salesman, won the Canice Mah 

JT AMERICAN HOME BACK Memorial Trophy for his horsemanship. He is a member of the 101s' 
ON LST...BUY WIFE NEW CAR... Cavalry unit... 


URE, FICTION IS IMPORTANT Muriel Haynes, who supervises commercial radio copy at Com, 


Advertising, discussed opportunities for women in radio before a recent 
meeting of Theta Sigma Phi, women’s professional journalism fra- 
TETTUGY: « « 


Ed Hobler, son of Atherton Hobler, Benton & Bowles prexy, has 
BUT— revealed his engagement. Now a law student at the University ot 
Virginia, young Hobler carved out quite a campus career at Prince- 
ton. He played varsity basketball for three years, was president « 
the senior class and of the student council, and was awarded a medal! 
as the member of his class making outstanding contributions to 1 
class and the university. . . 


The hosses at the B-Bar-H guest ranch, Palm Springs, Cal., are 
getting an earful of the latest publishing chatter from M. Lincoln 


Schuster, of Simon & Schuster, who is spending his annual winte 
ad vacation there and plans to stay until the close of the season. . . 


Easter Sunday was a sombre day for Robert D. Wheeler, assist- 
ant to the sales manager of Curtis Publishing Company, Philadelphi 
and Mrs. Wheeler. Flames started by a spark on a dry shingle roof 
and whipped by a strong wind, damaged their Landsdowne subur! 


.—s : . y : home. Mr. and Mrs. Wheeler carried their children, Robert, 3, and 
‘ > . . se who commute | ’ 
- and the fun of living Is not confined to those h | Barbara Gay, 6, to safety. The fire damage was estimated 
in club cars. Whether you are selling automobiles or baby car- | $5,000... The home of John N. (Billy) Bailey, Cincinnati, directo 


| Radio Station WLW news room, also suffered several hundred do!- 
> > > » . f » > a | | ‘ : er f 
riage B> the market that re ally counts is made - of people vith lars worth of fire damage recently when it is believed a spark fr 


the desire and the wherewithal to buy. The American Home a cigaret ignited an overstuffed chair. . . 


magazine—with its editorial pages and advertising devoted ex- Bob Nelson of Robert Nelson Enterprises, Columbus, O., pub- 
. . ss Ra | lisher, apprised friends of his recent marriage to Marg Gammon by 
. ‘ely “as ing —today offers to both men and ’ a 
clusively to ideas = living tod uy fer te bot ; | means of a cartoon strip which depicts “‘The Sentence,” a scene 
women more usable ideas than any other magazine... has gained enroute to Miami, “(Honey)moon in Miami, Fla.,” and, finally, “Back 
Wh , : ae Home in Columbus Mar. 9” with the welcome sign out at their tem- 
"ss ‘ ‘ ‘ ‘ .7 7 ef 7 _ \ “ ‘ ade 7 
over a million and a half new readers since 1933. porary residence, 1721 N. Fourth street. . . 


. Seems like a profitable market-place in which to tell your Mrs. Conger Reynolds, wife of the director of public relatior 
Standard Oil Company of Indiana, entertained members of the de- 
partment at a surprise party in honor of their chief’s birthday at the 
| Reynolds homestead. . . 


Renene ma AGN, ae ACA When Perrin B. Root, of Root-Mandabach Advertising Agen 

ae eet mae lg og nied mame — peal THE PRIMARY HOMEMAKER MARKET recently returned to Chicago from a vacation in Florida, his partnt 
os Paul J. Mandabach, greeted him with the information that the ag 
had added six new accounts. . . 


Keith J. Evans, a.m. of Inland Steel and Jos. T. Ryerson, achicevec 
| a life-time ambition recently when he landed a tarpon on the 5 
| coast of Cuba. It was a 44-pounder and Mrs. Evans landed a 6-f 
| sailfish off Palm Beach a few days later. . . Wally Evans, he: 
| Evans Associates, Chicago agency, and Keith’s brother, has ret 
: from a Florida vacation spent on Treasure Island, near St. Petersburé 
in Mewepetitie Mesketo POPULATION Stuart G. Phillips, a.m. of Dole Valve Co., Chicago, made the tr? 
*Sterch, 1939 with Wally... 


story and show and sell your wares . 


.. editorial lines (actual) on homemaking 
.. homemaker readers per reader-family* 
.. circulation in Metropolitan Suburbs 


At a Mass Rate for Selective Selling! 


Among major women's and home-service 
magazines, The AMERICAN HOME is 
FIRST in percentage of: 


.. total men and women readers per reader-family* 
ies with executive and 


Two Chicago publishing executives who are absorbing F 
| sunshine at present are Scranton Gillette, Gillette Publishing C: 1d 
B. C. Bowen, Western manager of Boot & Shoe Recorder. . . Frank J. 
Wood, of Burnet-Kuhn, Chicago agency, has been playing ir 


pies summer form over the long Pasadena golf course at St. Petersburs 
od | Douglas C. McMurtrie of the Ludlow Typograph Company, ©) 
rs cago, has added to his list of honors and awards as a printing 4 au aa 


ity, a nifty little prize won on the “Crazy Quiz” program of 

| Chicago. .. A. Joseph Hofer, art director of American Colortype, °" 

| upheld the dignity of the printing profession by annexing one ine 

THE MARKET- PLACE FOR IDEAS ON LIVING cash prizes on the Prof. Quiz program during the latter’s v's" ‘ 
Chicago. . . 
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a . ’ ’ and followed a similar 1938 study. ’ 
Network Sales for Kupsick Agency Expands "New Yorker’ Poll tic jrst pou, conducted in the same SPACkman’s New Post 
. R. Kupsick Advertising Agency 


‘ities. reveale i OR aa ae a Wheeler F. Spackman, formerly 
Month, Quarter has moved to larger quarters in the Presages Success | 2uc®: revealed that 67 per cent in-| ith American Home and McGraw- 


di > tende > 19% ‘air. The : 
Chanin building, 122 E. 42nd street se ded so van the 1939 Fair. The | Hill Publishing Company, New 

T le Records New York. Frank Powderly, for- for 1940 Fair survey just concluded showed that | york has been named business 
opp merly a radio program producer | 60 per cent of the subscribers in the | manager of Mining and Metallurgy, 
New York, April 2.— Business and previously with Street Railways New York, April 2—A forecast Same area did visit the Fair. New York 

»tinued to boom with radio’s three | Advertising Company, New York, ‘for success of New York's 1940 Sixty-one per cent of those visit- - - 
ae iin é nal |has been appointed copy chief, and j whoa. Raiy w: a . ing the Fair last year shopped in 

| ne tworks in March, accord Maxwell Friedlander, formerly with World's Faiz was made here this er er ce Royal Butter to Hoge 

ing to statistics compiled by Colum- |). New York Journal & American, | Week by The New Yorker, following tom hor at th tp t Gude Bro Kieffer Company 

a ee acti i ; ar ae ae ical - omer shopping a iree stores 7 S., ‘Tre ) any, 

bia Broadcasting System, Mutual has joined as account executive. a subscriber ‘survey showing that Fifty-five 3 cent staved less rp New York, has appointed Huber 

proadcasting System and National cneecemennnaeaee 44 per cent of the readers who vis- aaa ee figron, “ : 4" | Hoge & Sons, New York, to handle 

' " ase hi =a . lida } ocean a week, 2/ per cent one week, 9 per : es hegre ‘ 

Broadcasting Company which re ited the exposition last year will af ee : Sates _,, advertising of its Royal butter. 

vealed a record-breaking month and Form New Agency return again this season, 21 per cent ““ - ae Oe Ks and 9 per cent three Radio and newspapers will be used. 

arst quarter. Stanley Ehrlich, formerly pub- |“probably” will come, 11 weeks or more. 

“¢C mbined billings for all three in | licity director of Gertz Department 

varch amounted to $8,208,327, rep- Store, Jamaica, and Frank Neu- 

Mart casas , ’ ’ 


ct n 


oll 
nays 


per cent _— 
have not decided yet and 24 per cent Names Bach, Bernstein 


— “e . 

ting a 10.9 per cent increase wirth, formerly advertising director gg nig Are car eggs einai Appoints Hazel Smith Leighton’s, Inc., New York cloth- 
resenung © os A . | Of Wallach’s, Inc., New York, have ns ce-tih a Hazel E. Smith has resigned from |ier, has appointed Bach, Bernstein 
over me corresponding 1939 figure formed Ehrlich & Neuwirth, agency, | ®™0ns nearly 5,000 subscribers in Ruth Hamilton Associates, Los|& Associates, New York, to handle 
of $7,403,512. For the first quarter with offices at 250 Park avenue. Atlanta, Boston, Chicago, Cleveland, Angeles, to become advertising | its account. Newspapers and direct 
f this year, the combined total was | New York. Minneapolis, St. Paul and St. Louis. manager for Innes Shoe Company. | mail will be used. 
represented a 16.8 per cent gain over 
the comparable figure of $898,659 


for 1939. 

CBS billings for March were $3,- 
513.170, up 20.1 per cent from 
March, 1939, when the total was 


$2,925,684. First-quarter billings 
ae highest in’ CBS history,| SE DISTANCE BETWEEN TWO POINTS 


amounting to $10,419,743, a 28 per 


cent gain over the 1939 figure of Is A STRAIGHT LINE 
$8,141,283. 


Mutual enjoyed both its greatest 
March and its greatest first quarter. 
Billings last month were $390,813 
for a 27.3 per cent gain over March, 
1939, when the total was $306,976. | 
First-quarter business of $1,046,191 
epresented a 16.8 per cent gain over 
the comparable figure of $898,659 
for 1939. 

NBC also established new highs 

r both the month and the quarter. 
its March billings of $4,304,344 were 
py 3.2 per cent over last year when 
the total was $4,170,852. NBC’s 

t quarter business reached $12,- 
41,636, a 7.4 per cent gain over last 
ear’s $11,953,447. 


O the lovesick swain the longest way 

‘round may be the shortest way home. 
But to the advertiser who gets places 
ahead of competition, the longest way 
‘round is nothing but a pain in the neck 
...Which is one reason for the popularity 
of Faithorn non-stop, non-detour service 
—the shortest distance between the birth 
of a good idea and the completion of a 
perfect job... If lost time and motion in 
the production of advertising have no 
place in your scheme of things; if skilled 
handling of every detail, accelerated 
and reduced in cost by complete con- 
centration under one roof, appeals to 
you, you'll like Faithorn service... Just 
travel one job over this smooth, direct 
route and judge advantages by results 

Faithorn service and prices must also 
be reasonable; or we wouldn't be hand- 
ling so many important accounts. 


“Painless Parker’ Bows 
Newspaper space, car cards and 
ndow displays are being used by 

eCann-Erickson, Ine., in a test 

paign in San Diego, Cal., intro- 
icing Painless Parker tooth pow- 
and tooth paste for the Asso- 
ted Dental Supply Company, San 
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I ncisco, 
Six Join MBS 
Six stations of the Mason-Dixon 
dio group in Pennsylvania and 
Delaware have become affiliated 
th the Mutual Broadcasting Sys- 
They are: WILM, Wilmington, 
WGAL, Lancaster, Pa.; WAZL, 
Hazleton, Pa.; WKBO, Harrisburg, 
WEST, Easton, Pa.: WORK, 
York, Pa. 


Shirt Account to ‘McC-E 


Hirschberg Tejidos, S. A. Arg 
‘omercial e Industrial, textile house 

3uenos Aires, has appointed the 
cal office of McCann-Erickson to 
urect advertising of its Brunel 


Always the Finest at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 


ENGRAVING 


hirts in Argentina. bi FINEST PRINTING 
I x You can use one or all —just as you wish, 
NO . ' but all are here, ready to serve you... 
() = ey Speed, economy and satisfaction assured. 
YOUR CHOICE 
ad | He who. gai , NG 
eM USGS .. He gains ‘lime, gain 
at an | —or inversely, lost time is total loss. The road that detours here and detours 
‘ — — there may finally bring you to your destination, but at what cost! 
| Why be so lavish of time when it is the one thing about which you should be 
= # inn = most solicitous? Why have your printing continually detoured—one place for 
=m engravings, another for typesetting, and still somewhere else for presswork? 7 
Went «a Real When you put selling vehicles on the straight, smooth, fast production ' 
DEA an yan OTER? route—Faithorn 3-in-l—you avoid all detours and wayside stops. Your jobs , 
co TRANSPARENT steam merrily along; arrive on time—clean, handsome, fit. 
2 ee ae Faithorn Ad-Setting, Engraving and Printing Departments operate DAY ae 
Deal Your @radant pd ia v¥" JA. | N G , is isan 
a bg B AE gg P RI NT AND NIGHT. These added hours at your disposal should prove valuable to +s 
ae — ” ie ae. you — tremendously so on jobs which cannot be delayed even one hour = 
Panryy AN TRANS- “> : 
PSs, Af | SALES SPOT! DAY AND NIGHT SERVICE without risking a heavy loss in dollars for your concern. Try us! 
rith teene. | Weinman Transpar- : 
ms — plain or nao K s on Fins? ahs 
me or more PLACE on the deal x 
eines ers’ counters . F sh 
WE 
ay tf NSPAMENT BOR HEAT DQUARTERS | AD-SETTING ¢ ENGRAVING ¢ PRINTING ¢ 504 SHERMAN ST., CHICAGO e WAB. 7820 
EXPERIENCED SALESMEN WRITE! 
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James W. Young 
Builds a Business 
by Copy Testing 


Case History of His 
‘Sunset’ Experiments Re- 


lated by Lane 


San Francisco, April 4.—The rate 
of pull of copy for even such an 
essential accessory as_ neckties 
varies in different sections of the 
country, and this variation is con- 
stant. 

Headlines alone may affect pro- 
ductivity of copy as much as 50 per 
cent. 

Full pages often pay better than 
small space if they are packed with 
real selling material and the season 
is at its peak. 

These are some of the discoveries 
made by James W. Young, former 
Chicago advertising man and now 
director of the Bureau of Foreign 
& Domestic Commerce, as revealed 
by L. W. Lane, publisher of Sunset 
Magazine, in which Mr. Young is 
interested. The advertising expert, 
in making his copy tests, developed 
a profitable business for his son, 
Webb Young, of Santa Fe, N. M. 

In the spring of 1938, Mr. Lane 
recalled, Mr. Young, who was then 
professor of advertising at the Uni- 
versity of Chicago, was trying to 
settle some questions of technique 
in the field of copy testing and de- 
cided to base his experiments on a 
strictly mail order proposition. 

At this time, Mr. Young’s son, 
Webb, was running a trading busi- 
ness in Santa Fe, dealing both at 
wholesale and retail in Indian wares 
and other native products. Among 
them were the hand-woven neckties 
produced by Spanish weavers of the 
region. 


Copy Tests Begin 


Thinking that these ties, which 
retailed for $1, would be an easy 
product to handle by mail, Mr. 


Young made arrangements with his 
son to fill any orders which were 
produced, and prepared an adver- 
tisement featuring the ties for the 
April, 1938, issue of Sunset. 

Sunset is published in three edi- 
tions—one for the southern part of 
its Pacific Coast territory, one for 
the central part and one for the 
northern part, principally Oregon 
and Washington—enabling the ad- 
vertiser to run three separate pieces 
of copy in the same magazine, in the 
same month, on the same page and 
position, and opposite the same ed- 


itorial and advertising competition. 


Many good advertising cam- 
paigns fall short... solely because 
they fail to reach the Purchasing 
Executive .. who today is a major 
influence in practically all buy- 
ing for industry, 

Get this purchasing execu- 
tive on your side, A big help 
will be a regular schedule in 
Purcuasine..the only national 
magazine for Purchasing Execu- 
lives... covering every central- 
ized industrial purchasing unit 
in the United States! Full details 
from Conover-Mast Corporation, 
205 E. 42nd St.. New York City: 
333 N. Michigan Ave., Chicago. 


a 


The first technical question Mr. 
Young was interested in was 
whether these three editions would 
show any different rate of response 
to an identical appeal, due to cli- 
matic or other conditions. For his 
first tie advertising test, therefore, 
Mr. Young prepared one piece of 
copy and ran it through all three 
editions of the April, 1938, issue, | 
with separate keys for each. This | 
advertisement occupied 220 lines | 
and cost $550. Mr. Young did not 
expect the copy to sell enough $1 
neckties to show a profit. His sole | 
interest was to create the best pos- 
sible statistical base for his calcu- 
lations. 


Difference in Pull 
As a matter of record, this adver- 
tisement did not pay. It sold, 
through all three editions, a total of 
156 ties from a much larger number 
of inquiries. It did show what Mr. 


ll bet 
you'd like your hushand 
in one of my 


hand-woven ties. 


Initial advertisement in necktie series. 

} 
Young had suspected: that there 
is a difference in the response to the | 
offer from different sections of the | 
Pacific Coast. The rate of inquiry | 
pull per 1,000 circulation varied to 
such an extent that one edition | 
pulled at the rate of 108 per cent of 
the average for all editions, another 
103 per cent and a third only 80 | 
per cent. 


would be expected 
constant? 
same advertisement was repeated in 
all three editions in May, 


centages as in April. 
for the two months were combined 
and used to construct an index of 
relative expectancy in the rate of 


With this index established, actual 
comparative testing of different 
pieces of copy began in the July, 
1938, issue of Sunset. July is the 
poorest month of the year for neck- 
tie sales, but for copy testing pur- 
poses the seasonal factor was held 
unimportant as long as it remained 
constant. 

Mr. Young's goal in this copy was 
to determine how much difference 
can be effected in the pull of a 
given piece of copy by a change in 
the headline only. Three advertise- 
ments, identical except for head- 
lines, were run. All other 
remained the same. 

Importance of Headline 

When the inquiry results from 
these three pieces of copy were tab- 
ulated, they were weighted with the 
normal expectancy ratios previously 
established for the three editions of 
Sunset. When this was done, a wide 
variation in the pull of the three 
headlines was evident. Taking the 
one with the strongest pull as 100 
per cent, the second best rated 73 
per cent and the third 60 per cent. 
Thus, the best headline made the 
advertisement 66 2/3 per cent more 
productive than the poorest, prov- 
ing that the headline plays a major 
role in advertising results. 

None of these advertisements, 
however, paid for itself in tie sales. 
The cost of the 76-line space 
through all three editions was $190, 
and final tie sales after follow-up 
of all inquiries only $72. 


Mr. Young desired to recheck 


ADVERTISING AGE 


THREE HEADLINES, IDENTICAL COPY 


lages of Spa 


+ Faesery 


SHABBY 


HAND WOVEN by 


the mountain people of New Mexico 


Here in New Mexico we have vil- 
nish people who have special lon 
thee ord ermewin Deb 


made over—by my hand woven ties 


Here in New Mexico we have vil- 
lages of Spanish people who have 


And how they wear! Because of a 
g thread whipped down 
2 shame as 


HUSBANDS 


And how they wear! Because of a 
special long thread whipped down 
pS eee we 


over them! 


HUSBANDS LOVE 


my hand woven 


Here in New Mexico we have vil- 
lages of Spanish people who have 
been raising sheep and weaving 
wool since the 17th century. And 
a landscape so colorful that these 
people can't help being artists! 


You ought to see the simply lovely 
hand-woven ties they make. City 
men and women both go crazy 
For summer wear 
there's nothing like their gay colors 
and outdoor look. They're a tonic! 


WEBB YOUNG, Trader 


ties (and you!) 


And how they wear! Because of a 
special long thread whipped down 
the back they hold their shape as 
no other hand-woven tie does. 
Don't stretch, tie neatly, and 
“hang” just right. Can be cleaned 
again and again. 


I sell these fine ties, postpaid any- 
where in the U. S., for only $1.00. 
Write me saying: “Send me color 
swatches of your new hand-woven, 
ties for summer.” I'll do it pronto, 
and then you can see for yourself. 


113B DON GASPAR STREET 
SANTA FE. . NEW MEXICO 


The top line outpulled the others by a wide margin in the test. 


Was this a rate of variation which | 
to hold fairly | 
To test this factor, the | 


1938. | 
Again the response varied from the | 
average in practically the same per- 
The figures | 


pull for each of the three editions. | 


both his findings as to headlines and | 
his weighting index. Therefore he 
repeated the same three pieces of 
copy in the August issue of Sunset, 
but shifted their order in the three 
editions, so that each carried a dif- | 
ferent headline than in July. When | 
inquiry returns were computed and 
weighted, the relative pull showed 


HANDWOVEN 


by the Spanish people of New Mexico 


If you want real distinction 
in your ties here it is for 
ooly $1. Ever since the 17th 


century the Spanish people 
here have been raising sheep 
and weaving wool. And our 
colorful landscape makes 
| them natural artists. The re 
| sult in thew hand-woven 
j ties 1 unbeatable’ Lovely 
patterns and colors. All wool 
texture (marvelous with 


tweeds) made up to tie 
right snd hang right. Can be 
cleaned again and again 
Never sold in stores, but $1 
postpaid anywhere in U. S 
Watte for my Rainbou 
Folder of te actual fabric 
samples. See why my cus 
tomers are constantly asked 
Where did you get that 
tie?’ Write nou 

Webb Young, Trader, 112A 
Don Gaspar St.. Santa Fe 
N 


ex 


HAND WOVEN 
BY TL MOUNTAIN PROPLS 
Ob NEW MEAICO 


Association of America, Pa] 
House, Chicago. 
May 2-4. Spring meeting, As 


May 
Association of National Advertisers. 
Westchester 
- 

May 13-14. Second annual Busi- 
ness-Consumers 
ence, 

York. 

May 
|American Association 
ing Agencies, Waldorf-Astoria, New 


Full page in color which embodied the 
principles developed by tests. 


could be sold direct from the 
printed page if shown in color, full- 
page four-color plates were prepared 
|for the December issue of Sunset, 
which reached readers just before 
the Christmas season, the best tie 


Final form of copy developed from the 
test, which has consistently paid its way. 


up in the same order as in the July 
insertion and with approximately 
the same relative results. 

Up to this point no piece of copy 
had been produced which sold ties 
at a profit. But the results indicated 
that this might be done if the essen- 
tial story could be told in smaller 
space. For the October, 1938, issue 
of Sunset, therefore, the most pro- 
ductive headline found thus far was 
chosen and used on condensed copy 
in 42-line space, single column. 
This was inserted in all three edi- 
tions, with separate keys, as a still 
further check, in a different season 
of the year, of the relative response 


of the three areas. 

Other Magazines Added 
| The first week’s response indi- 
cated that it would produce in- 
|quiries at a cost low enough to make 


factors | 


ithe advertisement at least break 
leven on first sales. This brought 
jup the new question: “Would an 


|advertisement which paid in Sunset 
also pay in a magazine with na- 
tional circulation?” 

To get the answer, Mr. Young or- 
dered an insertion of the 42-line 
advertisement in Time for the last 
week of October. When results 
were tabulated, it was 
both the Sunset and Time insertions 
had paid. Further insertions were 
made in Newsweek, The New 
Yorker and the New York Times 
magazine section, and all paid. 

This 42-line copy made a bid for 
inquiries only. These 
were followed up with a folder of 
swatches of actual tie material and 
the orders were secured from this 
showing of patterns. 

To determine whether 


the ties 


inquiries | 


buying period of the year. This 
bleed page cost $1,540. It sold di- 
rect from the page, cash with order, 
without follow-up, $3,246 worth of 
|merchandise. This not only showed 
lan immediate profit, but made 866 
| new customers whose later repeat 
business has yielded additional 
profit. 


Business Is Flourishing 


In 1939 the business continued to 
expand. Its first small black-and 
white - advertisments, first devel- 
oped in Sunset and modified from 
time to time as additional data was 
developed, have appeared in a dozen 
or more magazines. The full-color 
page appeared again in Sunset for 


in The New Yorker, Newsweek and 
| Time with profitable results. Webb 
| Young, Trader, of Santa Fe, N. M., 
|}now has a substantial and growing 
|mai order business, his list of cus- 
|tomers overflowing to foreign coun- 
tries. 
British Cars to Weill 
Preparatory to distribution of its 
automobiles in the United States, 
Lagonda Motors, Ltd., a British firm, 
has opened offices at 247 Park ave- 
lnue, New York. Norman Weill, Inc., 
New York, has been appointed to 


jand the Hillman “Minx.” 


June 23-27. Annual conventior 
Advertising Federation of Ameri 
Chicago. 

July 3-5. Annual convention, 
Trade Association of Advertising 
Distributors, Stevens Hotel, Chicag 

July 7-10. Annual conventior 
Pacific Advertising Clubs Associa- 
tion, Vancouver, B. C. 


November and December, 1939, and | 


and public relations firm of 5hat 
ituck and Ettinger, Beverly Hill 
Cal., have dissolved the partnershit 
|Mr. Shattuck has become an inde- 
pendent art director and Miss Et 
tinger will continue in public re!a- 
tions work. 


<= 


Coming 


Convention 


April 19—Regional conference 
National Industrial Advertiser. 
Association, Sherman Hotel, pj 
cago. 


April 22-24. Annual conventior 
National Newspaper Promotion .. 


sociation, Waldorf-Astoria, Noy, 
York. 

April 23-25. Annual convention 
American Newspaper Publisher 
Association, Waldorf-Astoria, ley 
York. 

April 24-25. Sales and marketing 
conference, American Manag: rent 
Association, Hotel Roosevelt, Yoey 
York. 

April 29-May 3. Tenth annua) 
exposition, Premium Advertising 


Business Papers, Inc., 


Homestead, Hot Springs, Va. 

May 3-4. 
Advertising Affiliation, Hotel 
ler, Buffalo. 

May 
Alpha Delta Sigma, college adver. 
| tising fraternity, School of Journal. 
|ism, University of Missouri, Colum- 


Annual convention 


“te 
otat- 


7-10. National convention 


12-15. Spring conference 


Country Club, Rye, 


Relations Confer. 
Hotel Pennsylvania, Ni 
16-17. Annual 
of 


meeting, 
Advertis- 


York. 

May 20-22. Annual conventior 
Southern Newspaper Publishers As- 
sociation, Baker Hotel, Mine: 
Wells, Texas. 

May 20-22. Annual meeting 
Proprietary Association, Biltmor 


Hotel, New York. 
May 21-22. 

land Daily Press Association, Hote 

Sherman, Chicago. 

June 
Lithographers National Association 

Del Monte, Cal. 


Spring meeting, In- 


4-7. Annual conventior 


Aug. 12-15. Annual conventior 
|National Sign Association, Hott 
Pennsylvania, New York. 

Sept. 26-28. Annual convention 


National Association of Photo-Lith- 
ographers, Chicago. 

Oct. 2-4. 
rect Mail 
Chalfonte-Haddon Hall Hotel, At- 
lantic City. 

Oct. 
Financial 
The Homestead, Hot Springs, Va 


Annual convention, D!- 
Advertising Association 


Annual convention 
Association 


28-30. 
Advertisers 


|'Company Splits 
Ross Shattuck and Margaret Et- 
tinger, comprising the advertising 


‘ 


17 


ed 


f a tl , | direct advertising for the Lagonda | 
oun la 


While still in the hospital the -e* 


mother receives CONGRATULA- 
TIONS after it has been signee >y 
her hospital superintendent «n° 


attending physician. 


| LONDON Eng 


| GIBBONS KNOWS CANADA 


| | J. J. GIBBONS LIMITED - ADVERTISING AGENTS — 
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Mm JOHN A. CAIRNS 
& COMPANY 
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ADVERTISING AGE 


Charge Advertising 
Evades Real Problems 


(Continued from Page 1) 


the “witch-hunters” in business and 
advertising who, he said, seek to 
prevent the dissemination of truth 
to students. This statement released 
a flood of discussion in which adver- 
tising and advertisers took a consid- 
erable tongue-lashing. 

The author of almost a score of 
teaching texts, Prof. Rugg has been 
under fire from advertising and 
business sources, and particularly 
from the educational department of 
the Advertising Federation of 
America, headed by Alfred T. Falk, 
for allegedly subversive and un- 
American statements about adver- 
tising appearing in one of his books 
which is widely used in American 
schools. 

Addressing himself directly to his 
critics, Dr. Rugg declared: 


Tears Into “Witch-Hunters” 


“The very essence of democracy 
is the free play of intelligence on 
the problems and issues of the peo- 
ple. I give these witch-hunters— 
the Dieses, the Falks and the Forbes 
—who would label textbooks which 
are critical of some aspects of ad- 
vertising as subversive, this drastic 
alternative: either tell your children 
the truth or close your schools. 
There is no other alternative under 
democracy. 

“T have never advocated the elim- 
ination of advertising; I am con- 
vinced that it fills a necessary place 
in our economic life, my friend Mr. 
Falk to the contrary notwithstand- 
ing,” Prof. Rugg went on, declaring 
that the problem at issue is the 
major one of teachers’ rights to dis- 
cuss controversial issues in the 
schools. 

“This very practice of discussing 
controversial issues has_ brought 
down upon us the vilification of the 
self-appointed protectors of Ameri- 
canism,” he said. “A small but 
powerful group of business men, 
including some active leaders in 
advertising, some of the super-pa- 
triots in the Americanization units 
of leading patriotic organizations, 
and even some members of boards 
of education, would absolutely 
throttle the discussion of issues in 
the schools. Opposing them is the 
entire phalanx of psychologists, phi- 
losophers, progressive educators and 
militant liberal leadership of wo- 
men’s organizations, as well as pro- 
gressive educators, parent-teacher 
organizations and the like. 

Accused as Subversive 

“In the past year, particularly, 
these gentlemen opposing the scien- 
tific study of American problems, 
including consumer education in the 


schools, have launched what has 
amounted to a witch-hunt of its 
protagonists. National leaders of 
consumer education, writers of 


books, teachers who bring issues of 


Our Susie has no 
Park Avenue de- 
butante ward- 
robe. But with a 
forty dollar out- 
fit she attracts as 
much’ favorable 
attention as any 
ermined and be- 
jeweled socialite. 


Newscolor advertising is 

py like that. It costs little, but 
it gets the public —atten 
tion, interest, action—Sale! 
Newscolor shows your mer- 
chandise in actual full col- 
ors—does a real selling job 
for less than you usually 
pay. 


~2 HOPPING NEWS 
Mewscolor “Division CLEVELAND 


controversy into their classrooms 
are denounced—not as bad teachers 
of economics, but as ‘communists’ 
. as ‘un-American’... as intro- 
ducing ‘subversive’ doctrines to our 
youth. 
“Every Hearst paper in America 
brands students of the intricate 
problems of the American scene as 
‘poisoners of the minds of youth.’ 
Strong pressure has been brought 
on financial sponsors of the research 
and scientific study of consumer 
education to withdraw their sup- 
port. Thousands of communities (I 
do not exaggerate the number) 
have been bombarded with demands 
that textbooks and courses of study 
dealing with advertising and con- 
sumer education, as well as the basic 
problems of distribution, be with- 
drawn from the schools—this on the 
ground that they are ‘communistic’ 
and ‘un-American and subversive.’ 
“T am happy to be able to report 
that in hundreds of communities all 
over this country progressive citi- 
zens and educators and many lead- 
ers in industry and business are 
rising against these unfair and hys- 
terical attacks. Within the ranks of 
advertising itself fair-minded and 
cooperative leaders speak out in 
support of them.” 


What He Would Teach 


and its cost is almost invariably 


| exaggerated. 


Warne Leads Discussion 


A storm of discussion from the 
floor followed the conclusion of the 


ston Warne, head of Consumers 
Union, leading off to the accompani- 
ment of a spontaneous round of 
applause. 

Taking Mr. Taylor severely to 
task for asserting that “advertising 
should be handled (by educators) 
with tenderness and care,” Prof. 
Warne proceeded to whip out a cur- 
rent magazine and quote phrases 
from the advertising of Mum, Drene, 
Miracle Whip, Listerine, 
Spry and Rinso. 

“Is not this type of advertising 
the very thing that has brought 
about the need for research and 
testing of advertised products?” he 
queried. 


“No Meeting of Minds” 


Alice Keliher, Progressive Educa- 
tion Association, New York, sug- 
gested that too many people may be 
getting lost on the educational trail 
by worrying too much about adver- 
tising. 

“Attack and conquer the basic 
fears of people to which so much 
advertising is addressed, and raise 
the general level of the public’s 
intelligence and thinking, and ad- 
vertising will be at the mercy of the 
general level of the people,” she 
said. 

The meeting ended on a note of 
regret and moral indignation, also 


scheduled speeches, with Prof. Col- | 


Camay, | 


supplied by Prof. Rugg, who 
asserted in a five-minute rebuttal | 
period allowed all speakers after 


the general discussion period that 
he was “dismayed at the perform- 
;ance this evening.” 

“Not one man or woman has 
arisen to defend advertising,’ he 
said, “although I am told that there 
are 50 or 75 advertising men and 
women here. Is this the kind of 
cooperation we are to expect from 
| advertising and business? Mr. Tay- 
| lor has not answered one single 
point of the criticisms of advertis- 
ing that have been voiced here 
tonight. There has been no meet- 
ing of minds. I’m amazed at the 
love feast. I’m amazed at the audi- 
fence. You had a good time. You 
/enjoyed the jokes and the language, 
but you didn’t get a satisfactory 
answer to any problem you posed.” 

In the middle of this rather acri- 
monious “love feast’? came the two 
other speakers on the program, Miss 
Davis and Prof. Sandage. 


Pleads for Objective Teaching 


Miss Davis, holding closely to her 
subject of what should be taught 
about advertising, made a strong 
plea for disinterested and intelligent 
instructors who would teach both 
the good things and the bad things 
about advertising, and who would 
present the subject objectively. 

Prof. Sandage voiced a considered 
plea for the further study of the 
functions and uses of advertising, 
and professed, in common with all 
the other speakers, a belief in the 
fundamental need for advertising in 


| 


the American system of private 
enterprise. It is easy to criticise, 
he said, and there is considerable 
danger that a consumer course will 
place too much emphasis on the 
negative aspects of advertising. 


Urges Advertising by Consumers 


“There is a phase of advertising 
that might well be included in a 
consumer course, namely, the possi- 
ble use of advertising by consumers 
themselves,” he said. “Consumer 
groups are already using advertis- 
ing to make more people conscious 
of their position as consumers. 
Might not consumer groups find it 
advantageous to buy and use maga- 
zine and newspaper space and radio 
time to advertise to business men? 
Consumers who have a program to 
sell to business might well use the 
advertising pages as one means of 
selling. It should be no more diffi- 
cult for consumers to sell a worth- 
while program than it is for pro- 
ducers to sell worth-while goods. 

“Would it be inappropriate for a 
conference such as this to consider 
the prospect of consumers as educa- 
tors of business? Most of us prob- 
ably view consumer information as 
a type of education designed in part 
to counteract the miseducation 
developed by business educators 
through advertising and _ other 
means. Will not the best long-run 
solution to such a problem result 
from properly educated business 


men? Is it not the responsibility 
of consumers to provide such edu- 


o” 


cation’? 


On the subject of what should be 
taught about advertising in con- 
sumer courses, Prof. Rugg said suc- 
cinctly: “My all-inclusive answer is 
—build from the primary school to 
the adult institute a steadily ma- 
turing understanding of the actual 
role of advertising in modern life. 
Try to incorporate, year after year, 
a study of the whole problem of 
producing goods and services and 
getting them to the people. 
advertising, as one important agency 
in getting them to the people, will 
be thoroughly studied in the 
schools.” 

Some 21 examples of the things 
about advertising with which stu- 
dents should concern themselves 
were presented by Prof. Rugg, in- 
cluding studies of whether or not 
advertising gives adequate informa- 
tion, tells the truth, or is false and 
misleading; the use of “before and 
after” copy and the use of super- 
latives and testimonials; emotional 
devices and their effects on con- 
sumers; the psychology of propa- 
ganda; cost of advertising and its 
relation to prices; whether competi- 
tive advertising should be used, and 
when, in the promotion of basic 
foodstuffs and similar necessities; 
whether it raises or lowers the 
standard of living, and a study of 


cies. 
Taylor Asks Objectivity 


Speaking from the standpoint of 
the advertising world on the gen- 
eral subject of what to teach about 
advertising, Mr. Taylor stressed the 
point that advertising seems to have 
been singled out as the one subject 
on which consumers must be com- 
pletely educated, whereas there are 
numerous other fields which have 
at least an equally important im- 
pact on the life of the American 
consumer. 

He made the important point that 
there is a tremendous distinction 
between criticising isolated adver- 
tisements and criticizing the basic 
functions of advertising as a whole, 
and insisted that while the one could 
be easily done without objection, 
the other required serious and intel- 
ligent thought dealing with every 
aspect of the problem. 

“I'd like you to remember,” he 
said, “that if you break down confi- 
dence in lawyers, you do not neces- 
sarily break down confidence in the 
law; but if you break down confi- 
dence in advertising, 
it.” 

Too much teaching material is 
not objective in its approach to 


advertising, but paints it as a devil- 
ish instrument, he said. Advertis- 
ing tends to prevent monopoly, 


rather than create it, he asserted, 


The News and Technical Journal of Administration 


Hence | 


Hospital Management 


is the fastest growing 


government and other testing agen- | 


you destroy | 


publication in the 


hospital field 


ABC-ABP Chicago—l00 E. Ohio St. 


New 


York—330 W. 42nd St. 
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Hunter Baltimore Schenley Resigns | BEEZ Index of Retail Activity in 


Sale Blocked by from Distilled : 80 I M 
10 
Price Increase Spirits Institute as mrpor tant arkets 
y r rm r y . 5 i isi i 
New York, April 4.—The price New York, April 4.—Schenley 0 Based on total retail advertising volume in all newspapers 
tag attached to the Hunter Balti- Distillers Corporation has resigned = (Copyright, 1940, by Advertising Publications, Inc.) 
more Rye Distillery, Inc., underwent | from the Distilled Spirits Institute, 
a markup this week after the Mc-|it was disclosed here this week, 
Kesson & Robbins subsidiary had|apparently in protest against the | lf g | | | 
all but been sold to Browne Vint- | self-regulation plan now under con- WEEK SY WEEK VARIATION SHOWN WERE + j 
ners Company for $2,000,000. Last | side ration by the trade group. Nei- 4 1} a # 
Friday, a federal court judge ap-| | ther Schenley nor institute officials +20 — s | sallien a = 
proved the sale at the $2,000,000 would comment beyond confirming +18 He & | 
figure but yesterday an order was | the withdrawal of Schenley. ei PT TT TTT 5 4 crt i 
issued staying the sale. | Since Schenley has contributed +10 a 1 a 4 am ess oe | +4 asi 
The order was obtained by a com- | about $80,000, or one-fourth of the +5 / Sk CR SES ee L 47 
mittee of common stockholders of | financial support for the group, its LAST ™ | 7 viet 
McKesson & Robbins. Reconsidera- | withdrawal will seriously affect YEAR | 
. . ° . oe | 
tion was asked on grounds that operations of the trade organization 5 . Eusey + tt} 
Schenley Distillers Corporation, un- | unless new members can be secured -0 errs inden Age 
successful bidder for the property |or old ones persuaded to increase -1S == eS See eS aan mat 
last Friday, is prepared to bid|their payments. -2 oe ee A! 
$2,250,000 for Hunter and that sev- Liquor circles believe the Schen- i: Box 
eral other distillers have shown | ley action a direct result of the self- 1 TI vol 
interest in purchasing the property.|regulation plan drawn up by Dr. t+ pis 
A hearing on the order is unlikely | Wesley A. Sturges, executive direc- a J | ior 
before next month, since the judge|tor of DSI. The proposal was sub- | age 
, atte as hee " ; ‘ , Yn > a oh een Ee OT Eh EY Sr ) al 
to whom the matter has been re-|mitted to the board recently after JANUARY FEBRUARY MARCH APRIL MAY ‘onmnyseanet bees a. 
ferred is sitting in Connecticut in|several months of discussion, but JUNE July AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER pra 
April. At the hearing, William J.|the plan was tabled for 30 days — 
gr 
Wardall, McKesson trustee, and all| because no agreement could be | ; 
. . . or ‘« or Yoain 
other interested parties, will be|reached. 13-Week 13-Week 13-Week FB ecm at p 
, = - a 3- O88 or LOS vs 
asked to show cause why the court It was reported at that time that | Period Period Period 1940 1940 Week Week Gal ul 
: 7 should not reconsider the sale. both Schenley and Seagram Dis- Ended Ended Ended over over Ended Endea r _s 
. . . 2, ci € . i \ 
q According to Mr. Wardall, sale |tillers Corporation were opposed to — Apr. 3, 1985 __ Ape. 1, 1989 ___ Mar. 30, 1940 1938 1939 = Apr. 1, 1939 Mar. 30,1940 Loss 
A ‘ : i ) > OR) 745 ry. 7 vw ) Sa Tw Pr 
. of the Hunter firm will not mean |the plan, and that both might resign Atlas oe ¥ : 2 myth —_ tty are gee -—25.9 —6.2 249,925 179,343 : 
. . ° é » wv. . . a : 2 379.5 — a 9 6 9 rs ¢ 
; the withdrawal of McKesson from |if it were adopted. Thus far, Sea-| ajitoona, Pa. . _.. 1,815, 44 1376 480 1413.6 . , rs rey: arene oy - 
the liquor business. Under the|gram has revealed no intention of | "Atlanta, Ga .. 3,684,604 4,099,858 3,546,326 ail; 18.5 387,912 284-718 66 axe 
terms of the Browne Vintners deal, | following Schenley’s lead. Informed | #@!timore, Md 5,318,863 5,116,637 5,2 270,306 = —0.9 + 3.0 529,287 398,718 24 ' 
McKesson was to act as wholesaler|opinion in the trade believes that | joe oe Ala ++ 3,042,438 3,1 3,389,666 +11.4 +9.0 ——- 309,904 ~~ 252,406 18. 
" for Hunter brands. there will be no further resigna- aotaeen gel - Seeeeee My hyip et 7 —. ett rete . o 
am . . |; ri¢ seport, Conn 2,126,958 2 2 4.12.8 +78 199,192 181,916 - e] 
Wise —— tions. ‘Buffalo, N. Y. 3,943,086 3 3 —15.6 6.0 257,000 251,890 ‘ sox 
of Merrill Heads KGLU i ia a LE eee : +45.7 +46.9 83,808 111,056 ED 
ear errl ed Cedar Rapids, Ia. . 1,110,060 1, l 2.0 0.1 102.088 88.074 > 
m Paul Merrill has succeeded John Kudner Adds Dean ses Aglala 7 rae aoe : 11.6 4 220,647 173,411 —21.4 
porns Merino as manager of Station Louis E. Dean, radio director for Chi ‘anati comes  esaata i, 13.2 1.9 674,630 492.171 - 
KGLU, Stafford, Ariz., an affiliate | Six years of Campbell-Ewald Com- | Gieveland, 0... 11617,572 4: ay + phipass avers 
gar pe teeecicaigg “hse Nal : pany, New York, has joined Arthur | = Rieageeaies chet " . r9.8 338,837 : 
of the Arizona Broadcasting Com- . 4 : ; Columbus, O. .. . 8,114,054 3,: 7 1 580 406 
. Kudner, New York, in an executive | 7. ,,. lip Saran aaa = , , ‘ 250,406 
pany. aeetalaihion gest tao er ie é Dallas, Tex. . 5,189,355 5,144,889 x 5.0 482,117 
capacity. He is succee ded at Camp- Davenport, Ia. 2,336,376 2,143,352 5.0 3.6 210,994 
bell-Ewald by his assistant, Kenneth | payton, 0. ..... eee 3,251,482 3,160,250 Lis 44 280'840 } Ro: 
Young. Denver, Colo, . 2,191,233 2,167,134 8.5 7.5 190,674 . pe 
- ———— Des Moines, Ia. .. 1,621,813 1,559,813 07  +3.3 144,511 
otions | Pepper Appoints Roller Detroit, Mich. .... $399,662 4,717,269 10.8 L134 457,791 ‘ To 
- , El Paso, Tex. ....... 2,570,333 2,466,198 0.1 + 4.2 230,776 } 
J. W. Pepper, Inc., New York/Erie, Pa. ....... 2,097,084 2,270,772 +6.8 ~ i 211,680 180,530 17 
advertising agency, has appointed | Fall River, Mass ; 762,951 802,840 +5.8 + 0.5 69,777 59,568 { bec 
29,418 mothers requested 348,340 Zohner E. Roller director of public} Flint, Mich, ..... . 1,824,550 1,993,802 i0.o +15 ~ 195,860 179,326 Ag 
booklets and samples from the relations. He formerly was with| Fort Wayne, Ind. .... 2,522,772 2,500,974 0.8 +1.7 256,375 136,206 16.0 983 
CONGRATULATIONS Service De- the Edward L. Bernays organiza- yw aes Pa > a erty: 87 l te +4 12.9 12.3 117,547 103,600 ’ bec 
. : Tant tapids, Mich, 2,102,762 2,102,862 +-4.4 +44 183,974 171,822 £6 IOI 
partment during 1939. tion. Greenville, S.C ii 1.496.365 1.494.727 153 1B S 145,628 134950 poe 
Houston, Tex. 3,801,436 3,878,408 16.7 +144 301,128 397,222 912 
Indianapolis, Ind. ..... 1,805,156 1,786,060 + 8.8 19.3 243,630 294.686 ; the 
In the Jacksonville, Fla. ..... 2,096,136 2,170,980 + 9,2 +5.4 224,154 171,458 wit 
Jersey City, N. J. . a 493,795 196,553 + 3.0 +2.4 53,134 48,977 7.8 ( 
ROCK ISLAND-MOLINE Kansas City, Kan. |... 591,794 600,588 cine siee_aaase Sake a 
7 | Knoxville, Tenn. ...... 2 525,664 2,550,056 2 + 1.4 +0.4 247,810 208,138 15.8 : 
| Little Rock, Ark 2,183,846 2,144,016 2 1.5 + 0.4 206,612 164.108 f Gi 
Los Angeles, Cal .. 5,582,890 6,203,554 6 + 15.2 + 3.7 575,731 455.544 20.9 J 
| Louisville, Ky. ... 8,320,681 3,374,332 0.5 2.1 314,714 266,882 15.2 of 
Lynn, Mass. 1,941,212 1,943,774 1 0.3 0.4 191,044 158,284 17.2 Ney 
Manchester, N. H. ..... 959,408 918,392 ~ 920,844 4.0 +0.3 ‘87,532 70,768 19 tic ) 
Memphis, Tenn 2,650,270 2,765,770 3,265,542 +23.2 +18.1 297,528 221,368 25.6 & ; 
‘Milwaukee, Wis 3,690,275 3,582,950 3,908,485 +5.9 +91 347,584 336,914 3.1 : 
“Minneapolis, Minn 3,256,817 3,324,934 2,995,173 —8.0 9.9 330,923 233,649 29.4 — 
Moline-Rock Island 2,079,672 1,874,922 1,916,586 —7.9 +- 3.2 180,754 146.300 —19.1 S1gY 
Nassau County, L.1, N.Y. 503,531 569,002 507,983 +0.9  —10.7 71,896 44,006. —38.8 — 
New Bedford, Mass. ... 771,274 720,426 795,256 +3.1 +10.4 73,444 61,712 —16.0 
Here’s a market that will justify your linage a. aoe rertytt rep remy 7 6th ge 191,254 = —13.4 
: 2 iN . ar S, Mh. wenn 929,099 ,( 22,548 ,»853, +7.3 + 2. 436,427 437,930 +02 
placement with tangible RESULTS in the form New York, N. Y.... ++ 14,770,376 14,376,760 14,182,648 4.0 —1.4 1,273,417 1,132,192 —11.1 
Brooklyn, N. Y. ....... 1,265,270 ~~ 4,009,976 870,597 —1.c «lee 85.948 FO. 361 18.1 
of sales. Norfolk, Va. .......... 2,201,598 2,284,506 2,316,664 +5.2 +1.4 201,530 161.000 20.1 
Oakland, Cal. ......... 1,764,209 1,898,651 2,155,536 +22.2 +13.5 149,963 148,136 —1.2 
‘Oklahoma City, Okla... 2,880,696 2,395,022 1,872,688 35.0 -=31.8 176,260 158.970 only. § 
TAKE OUR TIP Omaha, Neb. .......... 1,463,214 1,376,559 1,435,002 —19 442 119°725 120'075 as 
oO 7 2,460,442 2,615,463 2,708,935  +10.1 #++3.6 239,747 231,539 —3.4 
: Philadelphia, Pa. ...... 6,656,594 6,870,829 6,976,052 +4.8 +1.5 619,812 533,380 14.0 
—Moline-Rock Island are prosperous and grow- Phoenix, Ariz. ........ 1,924,136 1,836,268 2,080,232 +8.1 +13.3 168,980 172,354 + 2.0 
° ° PeCeemUrOm, FPO. ccccecs 5,244,400 4,917,164 5,162,556 -1.6 +50 444.920 15.2 0 6.7 
ing—a healthy, active market where people are Portland, Ore. ...... 2688 356 3027 859 2519996 as «dan $04,090 415,310 > 
EARNING and SPENDING. For example:— Reading, Pa. ..... 2,381,025 2,377,049 2,527,680 $6.2 +63 210,742 193,886 —8.0 
. Richmond, Va. ........ 2,941,022 3,092,628 2,908,220 1.1 —=4.@ 266.798 229 600 14.0 — 
, P Rochester, N. Y. ...... 3,481,291 3,627,914 3.738.080 +7.4 +3.0 331,412 286,118 
®@ January 1940 Retail Sales were 14% ahead of Rockford, Ill. ......... 1,872,681 1,792,812 1,969,856 +5.2 +9.9 167,678 201,586 20.2 
January 1939. f= ramento, Cal. 1,995,070 1,852,130 +1.7 -7.2 185,836 130,354 29.9 
San Antonio, Tex. 1,689,891 1,789,925 +186 +59 164,979 152,285 Ay 
® 1939 Rock Island County Car Sales were 34.2%. “San Diego, Cal, 3,081,086 2,474,234 17.4 19.7 275,464 163,282 10.5 
Seattle, Wash. .... 2,610,912 2.921.268 4394 +11.9 234.878 298 872 97,9 
* ahead of 1938; January and February 1940 are south Bend, Ind. 1,331,285 1,248,881 27.6 6.2 121,345 110,232 9.2 
ee, } . ‘Spokane, Wash. 1,709,372 541,666 ~13.0 -9.8 132,034 112,812 14.6 
% . ; ‘2 966 é 9! 32,0% 2,812 : 
3 53% ead of the e months in 1939. | St. Louis, Mo. ......... 4,422,935 ~ 4,451,500 | —0.9 +0.6 $95,325 382,295 3 
St. Paul, Minn. ....... 2,493,632 2,675,460 —13.4 +7.3 238,516 213,777 —10.4 
po ~oyracuse LN. ws eee 1,191,827 1,635,781 464.2 7.2 123,858 121.786 1.7 
‘s IT ALL ADDS UP TO THIS— re wea a ae es 
a Tampa, ‘Fla, ...... TT 1,621,102 2,030,588 +325 +25.3 148,036 222,586 + 50.4 
, . | Toronto, “Ont., Can 4,134,096 ~ 8.941.065 ——8.6 nul, 7 341.829 998 975 2.8 
You cannot afford to pass up the Dispatch — Troy, pane 956.076 981 680 4127 rey 103'306 roy HH 4 
Tulsa, Okla. .. 2,177,056 2,285,710 + 3.3 +5.0 190,148 193,242 
Argus 9 out of 10 homes Rock Island County | Washington, D.C =e tiles Piet ace i )3=6e at te Ha pte ; 
coverage, WITHOUT DUPLICATION. Youngstown, O. 1,723,183 1,955,393 0.8 + 13.5 151,690 160,866 
‘ Total ...............228,567,527 227,208,481 220,495,335 0.9 +1.4 21,016,719 18,093,893 
Pee 1 Akron Times-Press discontinued Aug. 28, 1938 8 Spokane Press discontinued March 18, 1939. 
c |} 2 Linage of Daily American now combined with 9 St. Paul Daily News discontinued April 30, 1928. | 
A MEMBER OF ILLINOIS DAILY NEWSPAPER MARKETS | Record. , 10 San Diego Sun suspended publication Nov. 25, 195° 
q | 3 Buffalo Times discontinued Aug. 1, 1939 11 Atlanta Georgian and Sunday American ceased pu>- 
ee: THIRD 4 Chicago Herald & Exam. discontinued Aug. 28, 1959 lication Dec. 17, 1939. 
; LARGEST » Milwaukee News discontinued Jan. 14, 1939 12 Linage of Syracuse Journal, now combined wit! 
MARKET f Ok thoma News discontinued Feb. 24, 1929 Herald, eliminated from 1938 and 1939 totals. 
IN ILLINOIS ; News-Times discontinued Dec. 28, 1938 12 Minneapolis Star and Journal merged Aug. 1, 1°" 
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Plans Consumer Fair Rettig Resigns “World” Changes Format 


A_ one-day Consumer Fair and Frank O. Rettig, vice-president in Financial World, New York, ®P- 
sean on let ——_ e — charge of sales and advertising,| peared in a new dress with p. ne 
: a oe ere Marquette, Peoria, Ill., April| Burton-Dixie Corporation, Chicago} April 3 issue. John W. Flynn, for 
Nat'l. Rep. The ar lates Co. 29, under the sponsorship of the|bedding maker, has resigned after |merly with the Conde Nast public® 

Casenge Detroit | Peoria Advertising and Selling Club.|20 years with the company. tions, is the designer. 
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rhe rates for this department are as follows: 


Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
Representatives Available,” 30 cents a line, minimum charge $1. Terms | 
ash with order. 

All other classifications (single insertion rates): % $2.75; 1 to 3 in., 
$4.75 per inch, 

—_— T 
POSITIONS WANTED POSITIONS WANTED 
reney Man—Age 37; 12 yrs. experi- rs 7 ILE 
a e last 7 with top 4-A; account VALUABLE 
at ent, media, copy research.| OQ ANY PROGRESSIVE CONCERN 
Ar nd for agency, advertiser or | wae : = . . sea 
rel rite | 
Box ADVERTISING AGE, Chgo. |College graduate with successful 
--nrreriwo . ; |record in CONSUMER EDUCATION 
vol NG ADVERTISING, MERCHAN- and sales promotion. Rare copywrit- 
DISING, sales promotional man, Na-| ing ability. Might also fill in as Sec- 
experience wants position offer- retary to Advertising Executive. 
ng gress with manufacturer Or! Highest references. Salary subordi- | 
age! Capable executive, creative | nate to opportunity. 
jJanner, productive writer, good lay- ox & . AGE WN 
eat ws graphic arts, thoroughly Box 2089, ADVERTISING AGE, N. Y. 
practical Experienced Farm publi- _ REPRE SENTATIVE AVAILABLE 
ae gone ee oe SRS | PUBLISHER'S REPRESENTATIVE 
era . dt pae der = hous - s experienced advertising space sales- 
eh act ot — meet yee [ sed — man, Wide acquaintance, N.Y.C. Office, 
p es . c or te eukikae’ caakame wants Kastern representation of 
ra oe oe ot a a leading publication, commission basis 
ady. managership growing concern on Box 2083. ADVERTISING AGE. N 
M4 p x 2083, y i N. 
g 2 7. "ADVE t{TISING AGE, Chgo. HELP WANTED 
>. we : : RADIO COMMERCIAL WRITER 
WANTED for retail adv. of Women's wear. Must 
nformation pertaining to the monte -| have broad exp. $200. wk 
ts of an opportunity § fo an!|ASS'T ADV. MGR.—26-32. Executive 
ressive young fellow. Age 28, 10/tyvpe. Agency or adv. de pt. experi 
rs’ experience advertising and | ence in food field. 
é promotion, Now assistant sales STENO-SECT. (female) adv. exp. $110 
t National Mfg. Company. FRED MASTERSON 
Knows adv. production and copy. Ikix- Sinclair-Masters« Personnel 
ellent correspondent, Married, — Room 1528, 120 8, La Salle St., Chicago 
x 2088, ADVERTISING AGE, Chgo. 


EDITOR 1T ean solve your editorial 
, Whether you have a sickly 

a timid infant mag. I’ve five 
experience handling educa- 

trade and national mags. My 

ps ings, my rewrites are smooth, 
production practice sound and my 


knowledge of mag. management is 
broad We'll both be winners if you 
give me that hard-to-fill editorial 
Box 2090, ADVERTISING AGE, Chgo. 


MISCELLANEOUS 


Have You Received the New Manual 
on Laurel Process? Let us send you 
one, Describes economical way to 
reproduce attractive illustrated sale 
letters, booklets, folders 
500 (8%x1l1) copies $2.63 
Additional bundreds 
Larger quantities lower price In 
Metropolitan N. Y. request representa- 
tive WAlker 55-0526 


| 
Laurel Process, 


480 Canal St., N. ¥. C. 


Tax Nieman Bequest 

Harvard University’s $1,773,535 
bequest from the estate of Mrs. 
Agnes Wahl Nieman to “elevate the 
standards of journalism,”’ which has 
been used for annual fellowships 
for newspapermen, has been as- 
sessed an inheritance tax of $322,- 
512 out of a total of $348,373 against 
the estate. Mrs. Nieman was the 
widow of the founder of the Mil- 
waukee Journal. 


Gibbons Named A. M. 


John C. Gibbons, former manager 
of Spalding’s Fifth avenue store, 
New York, has been named adver- 
tising manager of A. G. Spalding 
& Bros., Inc., Chicopee, Mass., suc- 
ceeding Thomas H. Stevenson, re- 
signed 


Advertising Fraternity 
Convention May 7-10 


Alpha Delta Sigma, national hon- 
orary advertising fraternity, will} 
hold its national convention at the 
University of Missouri, Columbia, 
Mo., May 7-10, with the John W. | 
Jewell chapter, first chapter of the | 
organization, as host. 

Journalism week of the Univers- 
ity of Missouri also will be held on 


these same dates. 


Joins Alfa Displays | 
Seymour Wassyng, who was with | 
Saks Fifth Avenue, New York, for 


six years, has joined the designing | 
Inc., | 


department of Alfa Displays, 
New York. 


Appoints Gussow, Kahn 

D. Maxon & Co., New York, has 
appointed Gussow, Kahn & Co.,| 
New York, to handle advertising of | 
its retail dresses. An institutional 
campaign in newspapers and hotel 


magazines is planned. 


Colton Promoted 


W. P. Colton, Jr., has been elected 
a vice-president of Wendell P. Col- 
ton Company, New York. He has 
been with the agency for nine years | 


sear oe 
d9 \ releose® 
a ode dv sive re 
y s or -exe 
9- 
advert’ 0 each. 
peo ction righ" “ ae 
pr aoe] aad 


eae” \ 
ooor” opprov? 
noto al elec 

send this ig ’ d pprovel * 

' tor it- 

Bill vs 
. cts: 
the gollowind subie 
aporess 


319 E. 44th ST., N.Y. C. 


UNDERWOOD & UNDERWOOD 


241 E. ONTARIO ST., CHICAGO 


|have to spend,” 
| ganized consumers want facts right 
at the point of sale 


| much 


| cleaning 


| simple 


Confusion Reigns 
at Consumer 


Education Meet 


(Continued from Page 2) 


she asserted. “Or- 
preferably by 
tags, grades and other designations 
which make it simple and easy for 


The discussion at this 
brought up the matter of setting 
standards for the setting of stan- 
dards, and Miss O’Brien agreed that 
needed to be done in thi: 
direction Any agency which sets 
itself up as a testing group, she said, 
should always be willing to tell 
what it tested for, the tests 
were made, and what they showed 
“We do need,” she concluded, “ce 

tification of the certifiers and stan- 


session 


now 


dards for standardize) 
At this meeting, too, arose the 
uggestion from the ranks of educa 


tors that a little more fairness wa: 


needed in talking about people who 
are “against” the consumer move- 
ment. There are some elements in 


need 
badly as 


movements _ that 
out equally as 
some elements in advertis 
tressed 
Victor Pelz 


eral Foods 


consumer 


Gen- 
Corporation, 


vice-president, 


Sales 


| pointed out that there is a real need 


that 
the 


there is no 
question of 
what makes people buy. Grape- 
Nuts, he said, sold for decades be- 
cause people who tried them liked 
their taste and found that they were 
what they were represented to be 
on the label. Yet, when Grape- 
Nuts sponsored broadcasts from 
Admiral Byrd’s south pole expedi- 
tion, sales of the product went up 
tremendously. 


Trust-Busting Talk 


understanding 
answer to 


for 


The wind-up session this after- 
noon, presided over by Harold S 
Sloan, executive director of the 
Alfred P. Sloan Foundation, which 


supports the work of the Institute 
for Consumer Education, heard a 
trust-busting talk by Corwin Ed- 
wards, special assistant to the 
Attorney General of the United 
States, and a discussion of the 
probable effect of the current wa! 


| by Robert Brady, associate pro- 
fessor of economics at the Univer- 
sity of California, who is also 


vice-president of Consumers Union 
Dr. Brady’s comments will be found 
in connection with a report on a 
Consumers Union luncheon appear- 
ing elsewhere in this issue. 

The mandate under the anti-trust 
laws to preserve competition and 
“to require business to promote 
rather than to restrain trade” 
two broad consumer purposes, 
Edwards declared. It protects 
nomic progress by permitting 
competition and preventing 
nopolies, and it “encourages 
who supply a large volume 
ciently while it discourages 
who try to sell a 
at a high price.” 

Just as the old Standard Oil trust 
broken up to prevent a mo- 
nopoly of the petroleum supply, so, 
he said, is a New York court 


serves 
Mr 
eco- 
free 
mo- 
those 
effi- 


those 


are 
was 


“considering the government’s re- 
quest that the Aluminum Company 
of America be dissolved in order 
that no one concern may any longer 
produce 100 per cent of the alumi- 
num ingot in the United States.” 
The price of aluminum ingot now 


is “substantially the same” as it was 
in 1909, he inserted parenthetically, 
and automobile makers 
to give up plans for « 


were 


xtensive use 


of aluminum in automobiles because 


they did not want to place them- 
selves at the mercy of a single 
source of supply. 
Praises Ethyl Decision 
Citing recent activity of the De- 


partment of Justice in connection 
with housing, milk and medical care 
as examples of the manner in 


which the department lowers costs 
and benefits consumers, Mr. Ed- 
wards asserted that the recent 


Ethyl Gasoline Corporation decision 
(seported in ADVERTISING AGE for 


April 1) was “one of our most 


them to buy intelligently. They |important cases from the consumer's 
ure more interested in the sins of | Point of view” and that the decision 
cmission than in the sins of com- |‘“should benefit every consumer of 
mission of advertising.” |tetraethyl gasoline in the United 
“Every one of us,” she declared, | States He asserted further that 
“would like to have a simple label-|the most carefully ground spec 
ing system—a simple A, B, C or|tacles, placed in the most expensive 
similar designation—either for the |commercial frames, could represent | 
|product as a whole, or for each of |@ Maximum cost of no more than | 
the individual things, such as color | $3.50, but that patent monopolies | 
ifastness, shrinkage, etc., which go| have held the price much above this 
to make up the value of the item | level. 

as a whole.” “Sometimes a restraint of trade 
eliminates new products and im- | 

Would Test the Testers | proved qualities , A patent holder 


jmav undertake to buy up competing 


| patent 


ing, 1t was | 


| 


lof consumer 


restricted output 


| 
now 


forced | 


and to develop patents upon 
alternative ways of making an arti- 
cle, not for the sake of enriching 


cur technological resources, but in 
order to block the use of these alter 
native methods by any competing 


enterprise. A group of contractors 


or workers may boycott new types 
of equipment for fear that they will 
be easier to install 

‘The chief weakness of the anti 
trust law from the consume) 
point of view, is that they have been 
too sparingly enforced 

“Let us envisage the relation 
between consumer groups and anti 
trust enforcement as it might con- 
ceivably prevail a decade or two 
hence. Consumers would be well 


enough organized to have 
ized nucleus in most 
and to maintain loose 
among the va 
The Anti-Tr 
at least 


state. 


an organ- 
communities 
federal ties 
rious local groups 
ust Division would have 
one representative in every 

The consumer organization: 
would winnow complaints by their 
members and supply the Anti-Trust 
Division’s nearest 
with information 
to point to any 


which 
serious 


appt 
consumer 


problems involving violation of the | 


” 


law. 


Institute Issues Statement 


The only statement of any 
issued during the conference was a 
brief “statement of policy” of the 
Institute for Consumer Education. 
“We accept the following definition 
education,” it said: 
education is develop- 
attaining the maximum 
and group. satisfaction 


“Consumer 
ment in 
individual 


|efficiency of 


representative | 
ared | 


kind | 


for time, effort 


and money ex- 

pended. 
“We hold that consumer educa- 
tion, thus defined, will increase the 


the system of free 
enterprise and will have a_ benefi- 
cial effect on public economic policy. 

“We consider that individual de- 
velopment for the ends in view can 
;}take place only through (a) a real- 
istic comprehension of one’s own 
personality and position in life; (b) 
an intelligent understanding of the 
| workings of the economic order; 
(c) a consciously trained ability to 
analyze and appraise accurately the 
competitive claims for goods and 
services offered as necessities, com- 
forts, or luxuries of life. 

‘The Institute is concerned with 
the development of consumer edu- 
cation as thus described. Its facili- 
for the use of students and 
educational institutions and organi- 
zations. Its publications, although 
available to the public, are devel- 
oped primarily as materials for the 
j}use of those engaged in consumer 
education. Likewise, its confer- 
ences are open to all who wish to 
attend, but are organized and con- 
ducted in accordance with the par- 


ities are 


ticular needs and desires of teach- 
ers, economists and others profes- 
sionally interested in the education 


of consumers.” 


Liquor Dealers Split 


Liquor dealers of Pennsylvania 


have withdrawn from the National 
Council of State Liquor Dealers’ 
Associations in protest over the na- 


tional council's dispute with distil- 
lers, its general rulings and its pro- 
ram of admitting beer dealers to 
membership 


Wiseman Vice-President 


In reporting the research activi- 
ties of L. M. Clark, Inec., New York, 
in these columns last week, it was 
inadvertently stated that Mark 
|Wiseman is president of the com- 
pany. His correct title is vice-pres- 


ident. L. M. Clark is president. 


Buy “Beloit News” Stock 
R. F. Collins, C. F. 
M. H. Dobson, 


Karstaedt and 
who have been man- 


laging the Daily News, Beloit, Wis., 
isince the death of David B. Worth- 
jington in 1925, have bought the 


holdings in the Daily News Publish- 
ing Company of Edwin S. and Dean 
LB. Worthington. 


with your 


| FREE first Order 


Jar and Brush FREE with your first order 
S S Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskhets use $ $ Spe- 
cial Frisket Cement, $3.50 per gal 


SS )RUBBER CEMENT CO. 


1438 Wo. Halsted St, CHICAGO, ILL 
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Feldman Named"PM” — Schick to Repeat 
Circulation Director 


Harry Feldman has resigned »» lrade-In’ Theme 


. = ned 
paign would embrace 65 newspapers Darks Carey Sell 
in 48 cities, Life, The Saturday Eve- : Y 


William Krasselt 
ning Post and a long list of busi- Fort Smith Newspapers N t d A . 
ness papers. Lennen & Mitchell is| J- S. Parks and George D. Car- ote gency Man, 


‘ : circulation director of the New York | « s the agency |ney have sold their controlling in- ° e ° 
ourn neric acce é ; ‘rest i imes- 7 - 
Journal, American, Jo accept a|I New Campaign iis ine case lst fall, Schick | rest he Timer Record Com-|Dies in Milwaukee 
daily to begin publication June 1.| New York, April 4.—Schick Dry | will offer $2.75 for any razor, safety, | o,ganized Fort Smith Newspaper| Milwaukee, April 4.—William 4 
He has been in circulation work for | Shaver, Inc., revealed at a dealer | straight-edge or electric, toward the | Publishing Company, of which|Krasselt, one of the country’s mow 
37 years. meeting here today that the com- | purchase of a $12.50 Schick Captain, Donald Reynolds is president. noted advertising men, is dead “Mp 
He served the old Evening Mail|pany will begin on May 1 a six-|thus reducing the price to $9.75.| The properties involved include|Krasselt, who was 66 years old 
as a supervisor of distribution, and week drive featuring a repetition |The previous drive during the last |the Southwest American, morning | passed away in a local hospit: — 
+a are Mr the A we He joined | of the “trade-in” successfully em- | four months of 1939 increased sales | ™¢WSPaper, Times-Record, evening terday following a heart ered ag 
he New ork Journal as city circu- | ployed in advertising last fall. News- | 280 per cent. newspaper; the Sunday Southwest- With F : cr ee 
lation director in December, 1929, * ; . —e . | Times-Record, and the Fort Smith it rederick G. Cramer, who 
and became circulation director of | P@PeTs, magazines, and business Ralph J. Cordiner, Schick presi- Engraving Company died in 1934, Mr. Krasselt org nized 
the Journal & American last vear. papers will be the media. |dent, expects 1940 to be one of the , the Cramer-Krasselt Company in 
PES : 5 . It was also learned today that | best years in the history of the com- . 1895. It became one of the coun. 
the General Shaver Division of | pany and the industry. He pointed Greenwald to Sterling try’s foremost agencies, har ‘lin 
Names Lewis & Tokar Remington Rand, Inc., has com-|out that more than 30 inferior | Herbert Greenwald has resigned|many _ top-flight accounts. he 
Empire Electric Brake Company |Pleted plans for a spring drive on | shavers have been removed from |as associate art director of R. H.|Cramer was its chairman at the 
has appointed Lewis & Tokar, New-|the Remington Dual Close-Shaver.|the market, and the others vastly | Macy & Co., New York department|time of his death. : 
ark, to handle advertising for its | Copy claiming “Shaves in 90 Sec- | improved. store, to become art director | of A native of Milwaukee, Mr. Kras. 
Magdraulic electric brake for|onds” will appear in newspapers on | - ——__—_. Ster ling Advertising Agency, New | .ojt put advertising heavily in his 
motorcycles. a cooperative basis, as well as in| Appoints Gartinkel York. debt by pioneering in formation of 
Sa Collier’s, Life, Newsweek, The Sat- : pe ee erie : ‘ganizations taken frm 
Crosle Advances Shiple urday + Bas se Post and Time. Bat-| United Diathermy, Inc., Los An- B d L won ro “ pe oe _= 
y piey Ss . Radin - |geles, maker of short wave diath- andaage to evyne granted by the present generation 
William M. Shipley has been ap- ten, Barton, Durstine & Osborn is ermy machines, has appointed Sid- Bandage Products Corporation of advertising men. He was one of 
pointed manager of major account |the Remington agency. _ |ney Garfinkel Advertising Agency,| has appointed S. A. Levyne Com-|the founders of the Audit Bureay 
sales for the Crosley Corporation, || Roy W. Johnson, Schick advertis- | Los Angeles, to handle its account. pany, Baltimore, to direct its ac-|of Circulations. He helped to or- 
Cincinnati. ing director, declared that the cam- | Radio will be used. count. Magazines will be used. ganize the American Association of 
Advertising Agencies, of which th, 
Cramer-Krasselt Company was a 
charter member. He also gave his 
potent influence to the movement 
which resulted in the formation of 
the Better Business Bureaus of the 
WORCESTER COUNTY— _ 
WILLIAM W. REED 
Buffalo, April 3.—William wW. 
Reed, who was in the advertising 
business here for ten years, died 
yesterday at the age of 64. Prior 
to his entry into the agency field, 
he and his brother were associated 
in the operation of the Niagara 
Lithograph Company for 25 years. 
JOHN J. MATHESON 
Boston, April 1.—John J. Mathe- 
son, 59, president of the Matheson 
Radio Company, which operates 
Station WHDH, Boston, died at his 
home in Gloucester March 27. A 
noted fishing skipper, Mr. Matheson 
established a fisherman’s broadcast- 
ing service widely known as “The 
Voice from Home.” 
EDWARD W. MACKEY 
Manitowoc, Wis., April 1.—Ed- 
ward W. Mackey, 64, former co- 
publisher of the Manitowoc Herald- 
News, died in Frederic, Wis., last 
weekend. Mr. Mackey published 
the Herald-News for 35 years until 
its merger with the Evening Times 
in 1932. 
| — 
THOMAS E. CONKLIN 
Detroit, April 1.—Funeral serv- 
ices were held in White Plains, N 
Y., today for Thomas Ensign Conk- 
lin, who died Saturday. Mr. Conklin 
was national representative of the 
Poe Detroit Free Press. He formerly 
= held the same post with the old 
ae Detroit Journal. 
met: CLAIRE D. WIGHT . 
= | Detroit, April 3—Claire D. Wight 
one of the founders of Automotive 
Topics, died in Harper Hospital 
is ‘eee se = ——-e eee after a brief illness. Mr. Wight 
ul r] ‘ 7 Bee ee ee helped to establish the trade paper 
= weer eee E. in 1911 and served as its secretary 


ay bey * and Detroit representative for near'y 
. | 30 years. 
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OF MASSACHUSETTS | ! 
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, | The Vital Midriff is the Worcester Market — the heart of STOUR Rossy | 
Massachusetts and New England—vital to any advertiser. The : Maen waren 

WT A G weekly payroll represents 99% of the 1928 figure. In fact, all ; aa) 708 ; 

indices are up — way up — sales, savings, spendable income. : —_ y 

WORCESTER There’s no market more important than the Vital Midriff, : ! 

ai MASS. — : and only one station, WTAG, gives primary coverage of that 


entire market. Population? More than 1,000,000 people. 


NBC BASIC RED AND YANKEE NETWORKS 


DISPLAY IDEAS 


BY CRYSTAL 


' 
‘a EDWARD PETRY & CO., INC.—NATIONAL REPRESENTATIVE UNDER ONE ROOF ts 
r OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE i ebhrmeretowsrman ts 


CRYSTAL MFG. CO. 
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ADVERTISING AGE 


G-E DISTRIBUTORS GET COOKING REBUS 


PHOTOGRAPHIC REVIEW ssmmcme 
OF THE WEEK 


MEDAL WINNERS IN NEW YORK ART DIRECTORS' COMPETITION 


4 ne a Hy 


“SEEMS 
RADIO IS HERE 
TO STAY" 


ont 
N-$ 


FLETCHER’S CASTORIA 


The sate laxative tor children 


New sales device of General Electric uses such simple articles as a can of baby 
food, a flashlight and a box of safety matches, the latter stressing the fact that 
they are not needed with electric ranges. 


he 
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EGG ADVERTISEMENT FOR FEBRUARY 
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| For the February cover of its house organ, Bowman Dairy Company, Chicago, 
called attention to its egg department by arranging egqs in the shape of a 
valentine, with portraits of Lincoln and Washington painted on two in the 
} ensemble. Photo by Pontiac Studios. 
1 ‘ : oe ‘ge a mA ee ie itn wea t? is 
. eS Te, GMS Oe Pear” GROCER DEMONSTRATES HIS DIPLOMACY a 
| » s a 
...@ Humdinger for MILEAGE ° : 
, te YOUR@s HUSBAND HAS GOOD TASTE. 
; va | ; a 4 ~ | ; ‘iaaelia ats as pe 
‘s * aa +. : j ” 
— IN EVERYTHING 
! 
i W nners of medals in the annual competition of the Art Directors Club of New York are shown here. Left, top to bottom “s , 2s RD e' 
1 best Gesign of complete advertisement in booklet and direct mail, to Ted Sandler for CBS booklet: best color illustration, at es rt 
' - Thomas M. Cleland for Harris-Seybold-Potter advertisement; Barron Collier medal for best car card, to Raymond A. ; = si 
al 


Us dwe i S @ Pass 3 “ 


New Budweiser poster depicts retailer in act of landing an order. The advertise- 
ment was prepered by D'Arcy Advertising Company and lithographed by Forbes 
Lithograph Company. 


nger and Morris Berd for Philadelphia Saving Fund Society: best black and white photograph, to Edward Steichen B 

for Eastman Kodak advertisement; best color photograph, to Victor Keppler for American Tobacco Company. At right 

ere: best magazine cover, to Horst for Vogue cover; best display piece, to Frederick Halpert for Centaur Company; best 

bleck and white illustration, to Robert Riggs for Felt & Tarrant Mfg. Company advertisement; best entry in continuities, 

Edwin Georgi for Yardley advertisement: Kerwin H. Fulton medal for best 24-sheet poster, to Albert Staehle for 
Standerd Oj! of New Jersey poster. (Story on Page 17.) 
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AGE 


tElam’s Whole Cornmeal 
tElam's Whole Wheat Flour 
tElam’s Whole Wheat Rusk 
Flako Pie Crust 

Flakorn Corn Muffin Mix 


Beech-Nut Coffee 
Hills Bros. Coffee 
Holleb’s Coffee 
Lipton’s Tea 

Maxwell House Coffee 


tMotor Club Coffee 
Pan American Coffee Bureau 
Richelieu Coffee 


Savoy Coffee 

Stewarts Coffee 

Stewarts Tea 

Tea Market Expansion Bureau 
Webb's Coffee, T. J. 

Dad's Root Beer 

Dynell Water 

tHydrox Beverages 

tHydrox Sparkling Water 


Corn Kix 

Cubs 

tElam'’s Cracked Wheat 
tElam'’s Dex 

Gerber’s Cereal Food 
Grape Nuts Cereals 
Grape Nuts Fiakes 
Huskies 

Kellogg's All Bran 
Kellogg's Corn Flakes 
Kellogg's Pep 


Beverages 


McLaughlin's Manor House Coffee *Crystal Brand Aople juice 


Cereal and Breakfast Foods 


Disinfectants and Exterminators 


LEADING GROCERIES AND wide Ci 
GROCERY PRODUCTS ADVERTISED alia ire 200% 
IN THE CHICAGO DAILY NEWS 

DURING 1939 + Absorene 


Laundry 


Pillsbury’s Pancake Flour i 
Silvercup Bread os 

Ward's Bread Fi Armour Meat Prods. 
Wonder Bread 


tGorton’s Codfish 
tGorton’s Sea Foods 


Holleb’s Canned Fish 


Mountain Valley Water 
Pepsi-Cola 
Royal Crown Cola 

U 


7-Up 
Welch's Grape Juice 
tBeech-Nut Prods. 


Dole Pineapple Juice Bird’s Eye Frosted Foods tGeneral Foods Prods. 

Droste’s Cocoa Cal 

Melaz Temate Jules avo Growers of Calif. General Mills, Inc. 
California Prune Industry Georgia-Carolina Peaches 


Holleb’s Apple Juice Campbell's Soups 


Hollebs’ Tomato Juic 
Horlick’s Maited Milk Canned Pea Marketing tHartley’s Marmalade 
*Kazol Co-operative H il Pi 1 
Kool Aid College Inn Chili Con Carne Heinz Beans 
Nestle’s Cocoa College Inn Rice Dinner Heina Junior Foods 
Ovaitine College Inn Soups Heinz Prods. 

College Inn Spaghetti Heinz Soups 


tRichelieu Fruit Juices 
tSunsweet Prune juice 
tTexsun Grapefruit Juice 
+V-8-Cocktall 


Crisco 

tDel Monte Fruits 
Det Monte Prods. 
Dr. Price’s Pure Foo 


Florida Grapefruit 
Florida Oranges 
Florida Tangerines 


Kellogg's Rice Krispies 
Post’s Bran Fiakes 


Post Toasties Fould’s Prods. 
Quaker Little Kurnels Franco-American Spa 
Quaker Oats 


Quaker Cereals 

Quaker Oats Cereals—Hot 
Shredded Ralston 
Shredded Wheat 
Wheaties 


tBell’s Seasoning 

Bigham's Corn Relish 

C & H Cane Sugar 
Domino Sugar 

Dr. Price’s Vanilla Extract 
Gravy Master 

tGuiden’s Mustard 

Heinz Catsup 

Heinz Pickles 

Heinz Vinegars 


tBorden’s Cheeses 
*Borden’s Cocktail Spreads 


Borden’s Milk 

Borden's Products 
Borden-Wieland Co 
Bowman's Buttermilk 
Bowman's Cottage Cheese 
Bowman's Milk 

Frizz 

Circle “‘E’’ Grated Cheese 


| MES. CHICAGO ] 
Hundred and Fifty 
- +. $665.90 eve 
To reach 


set ast year spent Three 
Hillion Dollars for grocerie 
ry minute of every day! 
and wi is lous | 
hittin — this tremendous 
’ ably, most nati 
= ’ st national groce 
’ rs turned to newspapers . 
y far the first choice 
Newspaper.” } 
of its great fam 
News 


primary 
ry adver. 


wae “Chin..+ 
homes Chicago's HOME 
Owerful in the known re 
ily audience. The Chie 
was awarded 2692 of the 


sponse 
ago Daily 
346 accounts 


THE 


Chicago's HOME Newspaper 


DAILY NEWs PLAZA, 400 


NEW YORK OFFICE: 


Condiments 


Dairy Products 


+Borden’s Eagle Brand Magic Milk Hydrox lce Cream 


>0.000.00 


tielke’s Good Luck Salad 
Dressing 

Kitchen Bouquet 

Lake Shore Honey 

Mazola Oil 

tRicheliew Pickles 

Snider's Catsup 

Snider's Chili Sauce 

Snider's Condiments 

tSunny Cane Sugar 


Goldenrod ice Cream 
Gold-N-Rich Cheese 


+Land O’ Lakes Sweet Cream Butter 
Meadowmoor Dairies, Inc., Milk 
Milk Foundation, Inc. 

Miinut 

Pabst-ett Cheese 

Wanzer’s Milk 

t’Yami"" Yogurt 


0 Grocery 


d in all Chicago news 
; accounts were 
A Three Hundred 
market for anything , any 
much to be overlooked “Le 
medium that holds the. 
Advertisers themse 
market can he sold 
time, 


Carrie 
these Papers. And 67 of 
awarded to it exclusively, 
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*+ 18 too , 
an advertisines 
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CHICAGO DAILY N 


Broadcast Brand Prods. Mickelberry’s Sausa: 
Broadcast Corned Beef Hash tRichetieu Sea Food 
College Inn Chicken A La King tSakura-Musume C Meat 


tGorton’s Codfish Cakes Three Diamond Crab 


Miscellaneous Groceries 


Eatmor Cranberries Holleb’s Canned Vegetables 
tElam’s Whole Grain Prods. Holleb’s Cranberry Sauce 
Florida Citrus Commission Holleb’s Golden Pumpkin 


Lysol 
Terro 


Soaps and Cleansers 
tKutol Wallpaper Cleaner 


—— Saeed ae La France & Satina 
‘ ; merican amily ap Lever Bros. Prods. 
RETAIL Including Department Store Groceries American Family Soap Prods. Linco 
A & P Stores Kroger Consumers Bab-O Lux Flakes 
Boston Store Midwest Stores Bon Ami Mufti 
Central Food Stores National Tea Co. Food Stores Bowlene Oakite 
Fair Store North Town Markets Brillo Old Dutch Cleanser 
+Garden Products Co. Stop & Shop Chick-Chick Magic Wand Oxydol 
Goldblatt's Thrifty Markets Chipso +P & G White Soap 
tHarding’s Markets, John P. tWeigel & Co., John Climalene Quick Elastic Starch 
Hillman's Wieboldt’s tClimalene Co., Prods. Rex 
Jewel Food Stores, Inc. Clorox Rinso 
Dreft tRoyal Lemon Cleanser 
jb cot pave Polish Shinola Shoe Polish 
u Pont Speedy Wax Simoniz 
GENERAL Fleecy White tS. 0. S. Pads 
Baking Products Cea Griffin Alt White Shoe Polish Sofwash 
- eaner Sunbrite Cleanser 
Airy Fairy Cake Flour Hekman’s Dutch Tea Rusk & +H, R. H. Super Suds Concentrated 
Bisaquick Ready Toast ivory Flakes Tintex 
Butter-Nut Bread tietke’s Good Luck Ready-Mixed juno Cleaner Whitex 
Calumet Baking Powder— Pie Crust 
Swansdown Cake Flour tK. A. Corn Muffin Mix 
Ceresota Flour Loose-Wiles Biscuit Co. iy 
tElam’s Cracked Wheat National Biscuit Co. Cracke'« 3 
‘ Zl 
tElam’s Pancake Waffle Flour Pillsbury’s Flour Meats, Fish and Poultry 


Hormel Meat Prods. 


Savoy Salmon 
Swift's Meat Prods. 
Meat 


Wilson’s Meat Prods. 


Gebhardt’s Chill Con Carne 


Gerber’s Strained Baby Foods 


Heinz Spaghetti 

Heinz Strained Foods 

Holleb’s Canned Foods 
a Coloring Holleb’s Canned Fruits 


tidaho Potatoes 
tidaho Onions 
Jell-O Puddings 
Knox Goelatine 
ohetti Kosto 
Kraft Dinner 
Kre-Mel Dessert 
*Mascot Food Prods. Co. 
Minnesota Valley Canning Co.. 


Prods. 
Minute Tapioca 
Mrs. Klein's Prods. 
+None Such Canned Vegetables 
*Ocean Spray Cranberry Sauce 
Peanut Crunch Peanut Butter 
+Peter Pan Canned Vegetables 
tPeter Pan Peanut Butter 
+Quick Soup 
Richelieu Canned Fruits 
¢Richelieu Canned Vegetables 
Richelieu Foods 
tRichelleu Peanut Butter 
tRichelleu Preserves 
+Savoy Canned Fruits 
Savoy Canned Vegetables 
Silver Skillet Prods. 
Snider Prods. 
Sory 
tSteero Bouillon Cubes 
Sunkist Lemons 
Sunkist Oranges 
+Sunsweet Prunes 
+Texsun and Tex-Maid Grapefruit 
+Trix Corn Bubbles 
¢Tru-Blu-Berries 
+Weich’s Prods. 
Wilson’s Pure Lard 


+INDICATES APPEARED EX- 
CLUSIVELY IN THE CHICAGO 
DAILY NEWS 


Chicago fills its 
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choice of food advertisers 
it again carried more 
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Chicago but in the enti 


for years; and in 1939 
veneral Grocery Advyer: 
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More than 1 Af 

000,000 pers , 
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read The Chicago Daily News 


m every section of the 
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‘ Cl rb- 
ty and subu ) 


with the po : 
w 
buy your product — - they choose, tv 


*¢ . ‘ 
ource ; Vedia Records. In 


West ——— lation in the City 


| DETROIT OFFICE: 4.7 
SAN FRANCISCO OFFICE: 


Madison Street, CHICAGO 


9 Rockefeller Plaza <4 


G 
eneral Motors Building 


Hobart Building 
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